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Rough Proofs 


After taking into account income 
tax exemptions, draft deferments 
and added ration points, can you 


blame proud parents for gaily 
whistling, “Everybody Loves a 
Baby”? 


a ow 


Louisville reported a few stran- 
gers in town over the weekend, and 
it's merely a coincidence that so 
many of them had important busi- | 
ness in the vicinity of Churchill 
Downs. 


ww 


The advertising study which was 
to have been made by the National 
Industrial Conference Board has 
been abandoned for the duration. 
Why bother writing history if you 
can make it? 

ae 


Dick Feldon is going to tell the 
world about the comic magazines, 
and it oughtn’t be too difficult in 
view of the assistance he has been 
promised by Superman. 


| 7 


The Toledo Blade says Niagara 
Falls represents “power uninter- 
rupted as time itself,” a statement | 
which will be accepted without) 
question by everybody except a few | 
curmudgeons in the geology busi- | 
ness 

vsy¥s 


A writer in ADVERTISING AGE is 
astonished because sO many counties 
in Kentucky, the home of beautiful 
women, fast horses and good 
whisky, are dry. Perhaps they’re 
too busy making it to drink it. 


. FF 


Thursday newspapers carry 58% 
of the retail food advertising and 
Friday’s 27%. This may be merely 
a bad habit or the result of mamma 
taking over papa’s pay envelope 
about that time. 


— Jee 


“When the curtains part on a 
new, exciting world, Westinghouse 
will be well down stage,” the ad 
says. And those who are a bit up- 
Stage at present probably will miss 
most of the spotlight. 
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While the manufacturers are con- 


|Crane Company, leading manufac- 


|sketches which embody possibilities 


centrating on war production, some 
Motorists are doing a little product | 
improvement on their own, such as | 
putting wind shield wipers on their | 
rear windows. 

| 


7 Se 


Friends of the Waacs say they’re 
afraid the organization is thought of | 
aS © sort of uniformed branch of the | 
Junior League, but is that bad? 


, VT V 


e FTC has persuaded Bond | 
ling Stores not to claim to be 
nly establishments selling two- 


o s Suits, but so far they haven't 
“ 


to discourage going up stairs 
ive $10. 


vse? 


me of the building equipment | 
ufacturers are getting a little) 
ish as the result of all this talk | 
t the miracle home of the fu-| 
They’re afraid the theme song | 

he postwar home buyer will turn 
to be, “I'll See You in My| 

ims.” 
v v’ 


he broadcasting industry makes | 
‘ear that it isn’t mad at anybody, 

perhaps they may even per- 
de Lion Petrillo to lie down with 
radio lamb. 


Copy Cus. | 
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Crane Seeks | 
Public's Aid in 
Postwar Program 


Shows Consumers Its 
Designs; Asks for 
Their Reaction 


(Picture on Page 47) 
Chicago, April 29.—Taking a sont | 
from the book of General Motors 
Corporation, whose consumer re- | 
search activities were regarded as) 
highly successful in the develop- | 
ment of automobiles which won full | 
public acceptance in prewar years, 


turer of plumbing and _ heating 
equipment, is going to the public for 
aid in setting up its postwar pro- 
gram. 

Disturbed by rosy dreams of a 
miracle home which would make all 
prevailing types of residential con- 
struction obsolete, the Chicago man- 
ufacturer, with plants and branch 
houses all over the country, is tak- 
ing consumers behind the scenes to 
see what Crane engineers have on 
their drawing boards, so that they 
can visualize improvement but not 
revolution in household heating and 
plumbing service. 

Booklets Mailed Out 
It has mailed to 200,000 house- 


_PROMISES TO DELIVER _ 


oj,  _. dtandardize’ Stations’ 


Survey Points to 
Huge Production, 
Employment Goal 


: : i ae ~. Potential Markets 
Outlined in Lengthy 
Commerce Analysis 


Washington, D. C., April 29.—A 
| gross national product of 165 billion 
dollars in 1946, based on 1942 prices, 
| with 55% million employed persons 
|}and unemployment at a practical 
minimum of 2 million—far and 
away the greatest in American 
peacetime history—is set as _ the 
peak for American business to shoot 
at in the immediate postwar world, 
in a remarkable analysis of post- 


Higgins Industries, New Orleans, used 

full pages in newspapers last week to 

promise that it will deliver—on time or 

ahead of schedule—!00 new steel cargo 
vessels for Uncle Sam. 


Page Ads Proclaim 
Higgins Contract 
for Cargo Ships 


first full postwar year) is unveiled 
in a 44-page typewritten volume 


holders all over the country a hand- 
some 24-page booklet of decidedly 
modernistic design, presumably to | 
suggest the type of thinking which | 
is being applied to its own opera- 
tions, and through it is reviewing 
the best of its previous offerings, its 
current production for defense hous- 
ing and likewise sketches suggesting 
what may be developed for the 
future. 

“Crane designers are planning 
now for V-day,” the reader is told 
as a prelude to looking over the 


for improvements in the design of 
the vital service elements oi the 
modern home. These sketches, all 
presented as possibilities rather than 
certainties, and qualified as depend- 
ent on the actual desires of the 
American home owner, range from 
the bathroom to the kitchen to the 
basement, and include ideas for im- 
proved bathtubs, kitchen utilities, 
laundries, bedroom lavatories, den- 
tal lavatories, space heaters, and a 
host of other devices related to the 
services offered by Crane Company. 


called “Markets After the War—An 


Company and Union 
Promise to Build 
Vessels on Time 


of the national economics unit of 
the Bureau of Foreign and Domes- 
tic Commerce. The monumental 
|volume, research on which was 


Industries, Inc., will build 100 small 
steel cargo vessels “faster, better| ment, non-governmental postwar 
and cheaper than previously con-| planning group headed by Paul 
ceived to be possible,” the boat-| Hoffman, Studebaker president, was 
building company promised this! unveiled here this week before a 
week in full-page advertisements in| thoughtful and rather awe-stricken 
newspapers of 55 cities throughout) gathering of reporters, writers and 
the country. marketers. In the process of 

Expressing the utmost confidence,| development for many months, the 
the copy announces that the $40,-/ volume has been undergoing a 
000,000 contract was awarded by| widespread round of discussion, cor- 
the Army Jan. 11 of this year and| rection and criticism in marketing 
that the ships are already under! and economic circles both inside and 
construction. outside government. 


“All required plant facilities are 
being provided without government Heavy Distribution Planned 
Although the work is entirely that 


subsidy,” Andrew J. Higgins, presi- 
dent, declared in the signed state- of the national economics unit and 
ment. “Purchases of materials and|of others in the Department of 


Public Attitude Cited | 


The conservative attitude of the 
company toward the surrealistic vi- 
sions which have been painted by 
many of the more imaginative de- 
signers of the future is suggested in 
the following comments which pre- 
cede the presentation of Crane’s ten- 
tative approach toward the im- 
proved home of the postwar era: 

“Will marked innovations, radical 
differences in design, characterize 
plumbing and heating as soon as the 
war is over? No one knows, of 
course, but past experience has 
shown that willing as the American 
public may be to accept the latest in 
dances, hats and cars, they are no- 
tably and wisely unwilling to ex- 
periment with such major equip- 


ment as plumbing and heating for | 


their homes. American home own- 
ers will probably prefer that inno- 
(Continued on Page 44) 


DIRECTORY OF FEATURES 


(Continued on Page 43) (Continued on Page 37) 


Last Minute News Flashes 


Norge Appoints Campbell-Ewald; Plans Big Campaign 
Detroit, April 30.—Norge Division of Borg-Warner Corporation today 
appointed Campbell-Ewald Company as its agency, with J. H. Neebe, 


Chicago office being transferred to Detroit as assistant account executive. 
Newspapers and a large list of magazines will be used to tell the story of 
Norge’s 1943 war role. 


‘N. Y. Daily News’ to Carry Classified 

New York, April 30.—After having closed its pages to regular classi- 
fied advertising since 1924 because of the impossibility of accepting both 
classified and display copy at a time when it was trying to bring in larger 
accounts, the New York Daily News will lower the classified barrier about 
May 11. Previously, the News has run classified as display advertising 
on a 14-line minimum basis at the local rate. 


Great Northern Starts Bond Redemption Drive 


New York, April 30.—A giant schedule to redeem $18,000,000 worth of 
bonds has been launched by Great Northern Railway Company, St. Paul, 


Ad-libbing 12| Minn., sparked by two 4,088-line advertisements per week for nine weeks 

Admen in the Armed Forces 26 | in the New York Sun and World-Telegram. A total of 74,000 lines will 

Diary of an Adman %6 _be carried in each paper. Alfred Frank-Guenther Law is the agency. 

soraings '8| Dermex Test Launched in Waterbury Dailies 

prypootaens pe New York, April 30.— Richard Hudnut Company, cosmetic manufac- 

Getting Personal : 42 | turer, has started testing in the Waterbury American and Republican for 

Information for Advertisers 12 | Dermex, new cleansing cream designed for women war workers, with 

are 45 1,200-line copy to appear weekly. Kenyon & Eckhardt is the agency. 
otographic Review 47) i 

Postwar Planning 33 ANA Sets Wartime Conference for June 2-4 

Private Lines 43| New York, April 30.—The Association of National Advertisers will hold 

Rough Proofs . || a wartime conference at the Waldorf Astoria June 2-4. C. G. Carr, 

Voice of the Advertiser 20' Aluminum Company of America, is chairman of the program committee. 
MO. 
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| to be unanimous. 
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Approach to Their Analysis,” writ-| tp 
_ten by S. Morris Livingston, chief | served as demonstrated by actual 
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Coverage Reports —- NAB 


War Conference Okays 
Committee Plan; Will 
Study Radio "ABC" 


(For other news of the NAB con- 
ference, see pages 10, 16, 22, 30, 31, 
36, 41 and 45). 

Chicago, April 29.—The war con- 
ference of the National Association 
of Broadcasters, which began Tues- 
day with 900 registrations, ended 
here today with a vote to adopt 
recommendations of the NAB re- 
search committee to standardize 
station coverage reports. The 
recommendations of the committee, 
headed by Roger W. Clipp, Station 
WFIL, Philadelphia, were supported 
by endorsement of two of the 
agency experts who have worked 
with it, Miss Linnea Nelson, J. 
Walter Thompson Company, and 
Thomas B. Lynch, William Esty & 
Co., both of New York. The voice 
vote of the membership appeared 


The plan which was adopted uses 


war market potentials just released | audience mail as the primary index 
by the Department of Commerce. | t, 

The huge goal at which private) actual listening, this factor takes 
enterprise and government alike| precedence over, while being used 
must aim for 1946 (assumed as the| jn conjunction with field intensity 


station coverage. Indicating 


surveys. The essence of the plan 
is as follows: 

“Station coverage is defined as 
e physical limits of the area 


listening. A half millivolt signal 
strength contour is used to show 
where the station can be heard. 
Audience mail is used to establish 


New Orleans, April 29.—Higgins| undertaken at the request of the) the actual coverage area, but inter- 
Committee for Economic Develop-| pretation of such mail is not offered 


any degree, the 
amount of listening, or relative 
popularity among stations. 


Uses 1940 Census Figures 


“Coverage will be analyzed by 
relating the count of mail received 
from each county to 1940 census 
figures, with the county in which 
the station is located used as the 
base for evaluating response. Cov- 
erage of 50% or greater will be 
classified as “Primary—intense”; 25 
to 50%, “primary—excellent,”’ and 
10 to 25%, “secondary—good.”’ 

The research committee said that 
a substantial volume of letters 
should be used for the audience 
mail coverage analysis. Adequacy 
of the sample is indicated when 
additional mail returns do not alter 
the coverage classification of indi- 
vidual counties. 

The association is now preparing 
a publication embodying the new 
specifications, “How to Determine 


vice-president, supervising the account and John D. Schuman of the| Station Coverage.” 


NAB has been studying the prob- 
lem of audience measurement for 
some time, and no immediate state- 
ment on this subject had been 
expected at the convention. How- 


lever, a surprise resolution adopted 


by the board of directors authorized 
President Neville Miller to appoint 
a committee to study and report to 
the board on establishment of an 
NAB Bureau of Audience Measure- 
ment. This is generally described 


|as an Audit Bureau of Circulations 


for the radio field. 

Other resolutions adopted by the 
board put the NAB on record as 
being opposed to any measure, gov- 
ernmental or otherwise, looking to 
abolition of brand names and trade- 
marks; and asked electrical trans- 
cription companies, in negotiations 
with the American Federation of 
Musicians, to take any legal meas- 
ures necessary to end the latter's 
ban against musical recordings 

The manpower shortage was a 
topic of universal interest at the 
convention. Government officials 


present lauded the radio industry 
for its contributions to the war 
effort, but painted none too rosy a 
picture of the manpower situation 


This led to renewed warnings to 
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radio stations to safeguard opera- There were rumblings during the| Philadelphia, chairman, Foreign|tors. Others reelected were Herb MESSAGE TO WwW 
tions by training women, over-age|convention of dissatisfaction in|Language Wartime Control Com-| Hollister, KANS, Wichita, Kan., for : OMEN 
men and “4-Fs” to occupy key|some quarters with program poli-| mittee, announced plans to tighten| small stations; Don S. Elias, WWNC, ee 
spots. cies. Dr. James Rowland Angell, 


The small station problem was 
scrutinized closely. One of the most 
moving pleas for this segment of the 
field was uttered by James Law- 
rence Fly, chairman, Federal Com- 
munications Commission, and re- 
ported on Page 22 of this issue. No 
definite action was taken, however. 
Marshall Pengra of Station KRNR, 
Roseburg, Ore., the last speaker on 
this subject, reported that small sta- 
tions themselves are divided on the 
question of a government subsidy. 

Asks Same Treatment 

However, Mr. Pengra insisted 
that small radio stations should be 
accorded the same treatment as 
small newspapers, and should be 
covered by the proposed Bankhead 
bill, which provides for U. S. adver- 
tising in newspapers. He also com- 
mended the revenue plan devised 
by Keystone Broadcasting System, 
New York, which this week wired 
its details to government agencies 
and radio leaders. This plan pro- 
vides for production of 15-minute 
transcribed shows of the open end 
variety for institutional sponsorship 
by leading manufacturers. Michael 
M. Sillerman, Keystone president, 
said “We have induced a group of 
leading manufacturers to use the 
small station field for the first time 
and more will follow.” 


public relations counselor, National 
Broadcasting Company, gave voice 
to this sentiment when he warned 
the convention that service must 
embrace all segments of the public, 
including the small, but sophisti- 
cated minority which frowns on the 
type of entertainment which is wel- 
comed by the majority. Dr. Angell 
contended that “some real money 
must be put into programs.” 

Speaking from a slighthy different 
viewpoint, William S. Paley, presi- 
dent, Columbia Broadcasting Sys- 
tem, urged top radio management 
to exhibit more interest in pro- 
gramming. While management does 
not necessarily represent the top in 
creative ability, its direct and per- 
sonal interest in program planning 
and execution will bring important 
added values to the program de- 
partment, he said. This interest can 
express itself in many ways, one 
being to see that program depart- 
ment personnel has easy and con- 
stant access to the chief officers of 
radio organizations. 

The NAB’s retail promotion pro- 
gram has been whipped into final 
form, and presentations to leading 
retailers throughout the country 
will begin in the early fall. Details 
are given on Page 10. 

Arthur Simon, Station WPEN, 


control over such stations. The plan 
also is explained in detail in this 
issue. 

Harold B. Thomas, of the Centaur 
Company, New York, and president, 
Advertising Research Foundation, 
told of the work of the Advertising 
Council, and said that the weakest 
link in the chain at present is local 
follow through. He urged forma- 
tion of local committees to prose- 
cute the program laid down by 
headquarters. 

Referring to a recent controversy 
over government information pol- 
icy, Mr. Thomas asserted that 
advertising men in government 
service have never attempted to 
influence presentation of news, but 
have insisted on fact as the start- 
ing point for their own operations. 

He estimated that advertisers and 
media presented the government 
with $250,000,000 in time, space and 
copy during the first year of the 
war. 

Two new directors at large were 
elected by NAB members Wednes- 
day afternoon. They are Barney 
Lavin, Station WDAY, Fargo, N. D., 
representing medium size stations, 
and James D. Shouse, WLW, Cin- 
cinnati, representing large stations. 
Paul W. Kesten, CBS, New York, and 
Frank M. Russell, NBC, Washing- 
ton, were reelected network direc- 


Asheville, N. C., for medium size 
stations, and J. O. Maland, WHO, 
Des Moines, for large stations. 


Nystrom Reelected 
President of SEC 


Dr. Paul H. Nystrom, president, 
Limited Price Variety Stores Asso- 
ciation, and professor of marketing 
at Columbia University, has been 
reelected president of the Sales 
Executives Club of New York. 
Gene Flack, trade relations director, 
Loose-Wiles Biscuit Company, was 
named vice-president. 

Other officers renominated were: 
Major F. W. Nichol, vice-president 
and general manager, International 
Business Machines Corporation, 
vice-president; S. George Little, 
president, General Features Corpo- 
ration, secretary; and Carroll B. 
Merritt, general manager, subscrip- 
tion department, Chas. Scribner’s 
Sons, treasurer. 


Levin Buys Winery 

F. R. Levin, president of the Mid- 
west Distilling Company, Mil- 
waukee, has bought the Elk Grove, 
Cal., winery of the Elk Grove Fruit 
Growers Association. The company 
name will be changed to Sunny 
Crest Winery. 


Dinner at 8-at |4th and Main / 
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pape JONSON'S War 


S. C. Johnson & Son is launching « new 
series of 1,000-line advertisements in , 
lengthy list of Sunday newspapers, using 
roto, magazine supplement and black and 
white. mmercial messages are pared 
down, with copy emphasizing ways jn 
which women can assume a bigger share 
in helping win the war. Most insertions 
will appear in full color. Needham, Louis 
& Brorby, Chicago, is the agency. 
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LOOK AHEAD, MR. 


ii 
Y 


There's a Great Day coming, Mr. Exporter, when 
a fairer, finer world—free from the danger of 
aggressors—will be clamoring for your products 
. « « provided that world hasn't forgotten they 


ever existed! True, 


winning the war is your big- 


gest task today; but the present holocaust must 
come to an end... and soon we all hope. Have 


you the mental vig 


or... the vision... to look 


is 


 eiieas x 


EXPORTER .... 


ahead . . . to think . . . to plan for Tomorrow? 
Don't let neglect of the vast export market blight 


your chances for rich post-war business! 


Culti- 


vate overseas’ markets consistently by carrying 
through your advertising schedules in the *BPIC 
Specialized Export Publications! Factual, inform- 
ative, they carry vital news of our tremendous in- 
dustrial, technical and professional development. 


*BUSINESS PUBLISHERS INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK CITY 
(Affiliated with McGraw-Hill Publishing Co., Inc. and Chilton Co., Inc.) 
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FARMACEUTICO 


American INDUSTRIAL 
3 fleld. 


published monthly in Span- 
ish, circulates to the Latin 
American CONSTRUCTION 
field. 


Asia. Africa, Europe and 
a. 


Latin America. 


published monthly in Span- 
ish and circulating to the 
AUTOMOTIVE TRADE in 


published monthly in Span- 
ish and circulating to the 
DRUG TRADE in Latin 
America. 


New Campaign for - 
Prem Is Launched 


Swift & Co., Chicago, last week 
started a new series of advertise. 
ments featuring Prem, luncheon 
meat, as a wise wartime purchase. 
Copy boosts Prem as a meat that 
combines well with  unrationed 
foods for meat extender recipes, and 
for nutritious sandwiches in a war 
worker’s lunch box. 

New Prem advertisements wil! 
appear in American Home, The 
American Weekly, Better Homes & 
Gardens, Collier’s, Family Circle, 
Life, This Week Magazine, True 
Story and Woman’s Home Com- 
panion. The April to October sched- 
ule calls for a total of 59 insertions. 


Mathes Elects Newton 


and Tinklepaugh V.P.'s 

Howard W. Newton and Dr. O. L. 
Tinklepaugh have been elected 
vice-presidents of J. M. Mathes, 
Inc., New York. Prior to joining 
the agency in 1938, Mr. Newton was 
associated with the copy staffs of 
Young & Rubicam and Lennen & 
Mitchell, and previously headed his 
own advertising agency in Califor- 
nia. 

Dr. Tinklepaugh also became 
associated with the agency in 1938 
as director of research, having pre- 
viously been with Lennen & 
Mitchell and Vick Chemical Com- 
pany. 


Joins Frey Agency 

Warren M. Pingree, designer, has 
joined the layout department of 
Charles Daniel Frey Advertising 
Agency, Chicago. 


MORE THAN 
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CEDAR RAPIDS ABC — 
RETAIL TRADING AREA 
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ADVERTISING AGE 


wos that magic name,“Lamour,” blazes on the mar- 
quees of America’s movie palaces, a million hearts 
flutter —a million coins go jingling through the ticket sellers’ 
windows. 

Public-wise exhibitors have learned through the years— 
that big names are always big “box office!” The movies have 
no monopoly on big names. Equally loved by millions— with 
the same passionate devotion as Dorothy Lamour is Tillie 
the Toiler, that trim little typist whose never-ending story 
has been followed by millions week-in, week-out for nearly 
twenty years in Puck-The Comic Weekly. 

Like an opening night at Grauman’s Chinese Theatre in 


Tie your message to the Big “BOX OFFICE” of 


Dorothy Lamour on the SCREEN... 


a Paramount Technicolor Picture 


sj 


Watch for Dorothy Lamour 


Tillie the Toiler in The COMIC WEEKLY 


NAMES are always BIG BOX OFFICE . 


Hollywood, Puck's colorful “lobby” is crowded with brilliant 
names—truly an ALL STAR CAST, including such marvel- 
ous old troupers as Jiggs and Maggie; muscle-bound Pop- 
eye; worldly- wise Skippy; lovable Blondie; goggle-eyed 
Barney Google; heroic Flash Gordon; smartly-groomed 
Tillie the Toiler; and the cain-raising Katzenjammers. 


A“Box Office” Smash 


Talk about “box office”! Here is a “picture-page-theatre” 
with a waiting line of nearly 20,000,000 men, women and 
children attending every week. 

America’s shrewdest media experts have put Puck-The 


FOUNDED 1876 


OMIC WEEK 


DISTRIBUTED THROUGH 15 GREAT SUNDAY NEWSPAPERS 
959 Eighth Avenue, New York « Hearst Building, Chicago 


Comic Weekly at the top of their advertising lists—and jus- 
tified its rating to their clients with facts and figures. 

No other publication can offer the intensity of readership 
that Puck enjoys. None picks its markets quite so profitably 
from an advertiser's standpoint. For Puck-The Comic Weekly 
reaches the homes with money to spend—blankets the great 
industrial areas of the U.S.A.— where the most dollars today 
are being earned and spent. 

Puck's ALL STAR CAST has made The Comic Weekly an 
American institution. In the 12 years since its pages were 
opened to advertising, it has become a “box office” smash for 
some of America’s biggest and most important advertisers. 


Kang Features 
Syndicate. In 
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Profit System Is 
‘Plenty Okay, Jack 
Tells Marketers 


Labor-Management 
Cooperation Given 
Credit for Success 


New York, April 30.—In a pro- 
gram packed with highlights, Wil- 
liam S. Jack, president of Jack & 
Heintz, Cleveland war producer 
which has set the business world 
agog with its unconventional em- 
ploye relations, stole the show at 
the annual spring meeting of the 
American Marketing Association 
here last night. 

Mr. Jack explained the operation 
of his remarkable organization, and 
its equally remarkable production 
and earnings records, simply as a 
workable, efficient plan of getting 
labor and management to do their 
best in a joint cause. Workers can’t 
work efficiently unless they’re 
happy and healthy, he said, and 
Jack & Heintz does everything it 
can to see that they are. As a re- 
sult, he reported, unexcused ab- 


senteeism was zero from Jan. 15 to 
yesterday; total absenteeism, be- 
cause of illness, accidents, etc., was 
0.4%; production goals have been 
raised and met month after month; 
war materials are turned out at 
prices competitors can’t meet; and 
profits still add up to such astro- 
nomical figures that the working- 
man president of the company is 
obviously somewhat embarrassed by 
them. 

“So what the hell is wrong with 
this system of ours which people 
call screwball and nuts and a lot of 
other less pleasant names?” he 
wanted to know. 


To Aid Each Business 

Paul G. Hoffman, 
Studebaker Corporation and head 
of the Committee for Economic De- 
velopment, preceded Mr. Jack at 


the dinner meeting, and emphasized 


that his committee expects not to 
provide postwar plans for business, 
but merely to help individual busi- 
ness develop intelligent postwar 
planning practices for ‘itself, par- 
ticularly in the field of employment 
in private enterprise. 

“After all,” he said, “perhaps we 
can give an individual business 5% 
of the help it needs with postwar 
planning, and perhaps the local 
committees that are being set up 
can provide another 10%, but 85% 
of the postwar planning job is still 
right in the lap of the individual 


| business.” 


president of 


>= 


The meeting ‘sient at a lunch- 
eon yesterday at which Richard N. 
Johnson of the WPB Office of Ci- 
vilian Supply emphasized that the 
first basic policy of the OCS is to 
seek the highest civilian level pos- 
sible without interfering with the 
war effort. He declared that the 
so-called “bedrock” estimate which 
has been widely discussed was not 
designed as a goal for the civilian 
economy, but on the contrary was 
set up as a yardstick so that the 
economy would not be reduced to a 
level where the war effort might be 
hurt because of civilian dislocations. 


Reviews Industrial Miracles 


At yesterday’s session Eldridge 
Haynes, publisher, Modern Industry, 
reviewed the industrial miracles of 
the war, and pointed to these basic 
factors in the postwar world: 1. 
radical shifts in markets geograph- 
ically, with the West and South 
relatively more important; 2. for- 
eign markets to be vastly more im- 
portant, with the entire world in- 
dustralizing itself as quickly as 
possible; tremendous increases in 
man’s knowledge of materials, and 
equally tremendous increases in the 
knowledge of manufacturing pro- 
cesses and methods, both pointing 
toward new and improved products, 
and new uses for old products; 3. 
radically altered conceptions of the 
volume of goods which can be pro- 
duced. 


Other speakers at this session 
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Congress has approved a $2,277,000.00 Federal grant for expansion of 
the Municipal Airport at Wichita. This huge expansion will lift the Wichita 
airport to a class 4 terminal, the highest rating an airport can be given. 

One of the factors for making the grant was based on the future com- 
mercial value of the airport. Construction will be for the largest planes now 


in use and those for the immediate future. 


The new Geography shows Wichita, Kansas, as the natural point in the 
Western World toward which Global Air Traffic will converge following 
Great Circle routes of World Air Commerce. This lends new permanence, 
new promise for the future, to Wichita’s vast growth. Wise marketers realize 
this and are building a solid sales program through Radio Station KFH. 


Don’t YOU miss out on the rich Wichita market. 
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Glenn D Gillett Computed Field Strength Distribution Based on Performance 
ond Previous Survey Measurements —S000 Watts Day and Night—October 1941 
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were J. Raymond Tiffany, National 
Small Business Men’s Association, 
who pleaded for more enlightened 
and realistic approaches to existing 
problems by government, business 
and labor alike; Maurice Thompson, 
National Retail Dry Goods Associa- 
tion, who said that the problems of 
retailers can be summed up suc- 
cinctly as “merchandise, manpower 
and regulation”; and Philip Salis- 
bury, Sales Management, who re- 
viewed the course of advertising in 
its present development as a social 
force, and pointed out that it has 
increased its effectiveness greatly, 
until now it has demonstrated its 
value under conditions in which it 
had never been previously used on 
an important scale. 


Consumer Panels Discussed 


Today’s morning § session was 
given over in large part to a tech- 
nical discussion of consumer panels 
and their importance in measuring 
new economic patterns, and to a 
discussion of the postwar demand 
for goods. 

George S. Jones, vice-president, 
Servel, Inc., and David Osborne, 
training director of Studebaker Cor- 
poration, addressed today’s lunch- 
eon, discussing the opportunities 
and the problems of the sales force 
in the postwar world, and the meet- 
ing wound up with a panel discus- 
sion in which details of postwar 
planning programs were discussed 
by nine individuals actively en- 
gaged in such work. 

William J. MoH, U. S. Chamber of 
Commerce, told the meeting this 
noon that 53% of the families are 
planning to buy one or more major 
articles within six months after the 
war ends, and that a total backlog 
of 16 billion dollars in consumer 
buying intentions exists now. This 
backlog can easily be satisfied out 
of the current accumulated savings 
of 25 billion dollars, he said. 

Willard C. Wheeler, Sales Traffic 
Digest, introduced the “victory mer- 
chandising bond plan,” sponsored 
by the AMA, and made a strong 
plea for promotion of the plan by a 
special committee to be appointed 
for this purpose. 

Under this plan, the Treasury 
would produce a new series of reg- 
istered and non-transferable war 
bonds which would be redeemable 
in cash, before their fixed maturity 
date, when presented by a manu- 
facturer together with a _ receipt 
showing physical delivery of such 
goods to the registered owner. The 
bonds would be sold by a wide 
range of organizations and busi- 


a scientific quota basis to offset any 
inflationary angles. They would 
give the purchaser a priority rating 
which would establish his place in 
line for postwar delivery of goods, 
but these ratings would be valid 
only when bonds presented for pay- 
ment had a face value of not less 
than 80% of the price of the goods 
ordered. 


Phe ong” eaten Shifts 
Sales Personnel 


Lee B. Wailes, general manager 
of broadcasting of Westinghouse 
Radio Stations, Inc., has announced 
the reorganization of the sales de- 
partments of Westinghouse stations 
KYW, Philadelphia, and KDKA, 
Pittsburgh, necessitated by the re- 
cent death of William E. Jackson, 
general sales manager of the sta- 
tions. 

B. A. MacDonald, sales manager 
of KYW, has been named general 
sales manager, with Jack De Rus- 
sey, sales manager of KDKA, suc- 
ceeding Mr. MacDonald at KYW. 
Frank V. Webb, assistant advertis- 
ing manager of WRS, Inc., succeeds 
Mr. De Russey at KDKA. W. B. 
McGill, sales promotion manager of 
KDKA since 1937, has been ap- 
pointed general advertising manager 
of Westinghouse Radio Stations, 
Inc., with headquarters in Phila- 
delphia. 


CJRC Names Holmes 


Nathaniel Holmes, formerly with 
Station CJRC, Winnipeg, Man., has 
been appointed acting manager of 
Station CFOS, Owen Sound, Ont., 
succeeding Ralph Snelgrove, now 
in active service with the Royal 
Canadian naval volunteer reserve. 


Nate Tufts Promoted 


Nate Tufts Jr., who is director of 
radio in the Hollywood office of 
Ruthrauff & Ryan, has been elected 
a vice-president of the agency. Mr. 
Tufts has been associated with 
Ruthrauff & Ryan for the past ten 


years. 


nesses, and would be distributed on | 
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Willis Assails 
Grade Labeling 
in Open Letter 


New York, April 30.—Graqdq, 
labeling is “unsound, impractic. 
and un-American,” Paul S. Wijj;. 
president of the Grocery Manufa- 
turers of America, declared jin a, 
open letter to Economic Direct, 
Byrnes and Price Administrat,, 
Brown yesterday, in answer to th, 
letter sent Washington officials b) 
15 women’s consumer groups 
(Earlier news of the grade lab, 
dispute appears on Page 27 of th; 
issue.) 

“Once again the proponents 
mandatory grade labeling are mus- 
tering their forces,” Mr. Willis saia 
“They have been bringing all of the 
pressure at their command on 
Prentiss Brown to use the tempo- 
rary, wartime powers of his office 
to force the food industry to stand- 
ardize its products with the limited 
confines of A, B and C grades. 

“The high standard of living at- 
tained in this country is in large 
measure the result of free, open 
competition among leading food 
companies in the attempt to make 
their brands the best on the market. 
By arbitrarily imposing grades, the 
government would remove much of 
the incentive for such advancement 
and would stultify competition.” 


Law Protects Interests 


Consumers’ interests are already 
protected by the Food, Drug and 
Cosmetic Act and the Wheeler-Lea 
Act, Mr. Willis said. In addition 
many manufacturers are already 
providing informative labels which 
provide “all the information any 
consumer could want.” From the 
long range point of view, he said: 
“Grade labeling would give the 
consumer nothing she does not al- 
ready have, and it would deprive 
her of the benefits of constantly im- 
proved products.” 

In Washington, meanwhile, the 
questions of grade labeling, brand 
name abolition and other changes in 
civilian economy are due soon for 
a thorough inspection by the House 
subcommittee on foreign and inter- 
state commerce. 

In its first statement, issued this 
week, the committee declared that 
it will scrutinize carefully the 
WPB, OPA, and other agencies 
which “have formulated or are for- 


| mulating plans which will result in 


discarding of private brand names 
of consumer goods.” 

The committee will also look into 
any “orders curtailing newsprint or 
paper used in printing magazines 
“with a view to determining the 
necessity of those orders.” 


Station Boosts Power 


Station WSJS, Winston - Salem, 
N. C., has increased its day and 
night power from 250 watts to 5,000 
watts. Its frequency of 600 kilo- 
cycles remains unchanged. 
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ns AD 1943 ADVERTISING AGE 


The first 3 months of 1943 again finds The Chicago Daily News far 
out in front in the amount of grocery advertising published. Whether retail, 
general or total linage The Daily News carried more than the Daily and Sunday 
Tribune combined and more than the 2 other evening papers combined. The 
following panels give the figures: 


RETAIL GROCERY LINAGE | | GENERAL GROCERY LINAGE _ TOTAL GROCERY LINAGE 
First 3 Months of 1943 First 3 Months of 1943 First 3 Months of 1943 
LINES LINES LINES 
ist—THE CHICAGO DAILY NEWS. . 156,230 ist—THE CHICAGO DAILY NEWS. 241,038 ist—THE GHICAGO DAILY NEWS. 399,268 
2nd—Daily Herald-American..... 72,524 2nd—Daily Tribune . ; 123,305 2nd—Daily Herald-American 182,856 
3rd—Daily Times... . Pas 64,380 3rd—Sunday Herald-American _. 112,995 3rd—Daily Times 138,784 
4th—Sunday Herald-American... 13,113 4th—Daily Herald-American 110,332 4th—Daily Tribune 132,390 
5th—Sunday Sun... 9,155 5th—Sunday Tribune 79,401 5th—Sunday Herald-American _ 126,108 
6th—Daily Tribune... 9,084 6th—Daily Times. 74,404 6th—Sunday Tribune - 84,810 
7th—Sunday Tribune .. 5,409 7th—Daily Sun ila 7th—Daily Sun 35,137 
8th—Daily Sun... ... A 3,817 8th—Sunday Sun. 6,331 8th—Sunday Sun 15,486 
9th—Sunday Times... .... 1,070 9th—Sunday Times 2,648 9th—Sunday Times 3,718 


As far back as records go The Chicago Daily News has carried MORE total 
| grocery advertising than any other Chicago newspaper. In 1942, for example, 
| The Daily News published 1,542,912 lines of grocery advertising. This total is 
practically twice as much as the amount carried in that same year by the 
Daily and Sunday Tribune put together. 


NOTE: Figures by Media Records. Liquor linage omitted, since The 
Daily News does not accept the advertising of alcoholic beverages. 


THE CHICAGO DAILY NEWS 


FOR 67 YEARS CHICAGO’S HOME NEWSPAPER 
ITS PLACE IN THE HOME IS ONE OF 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO Ree Me. ; NEW YORK OFFICE: ¢ Rockefeller Plaza 
DETROIT OFFICE: 7-2/8 General Motors Building RESPECT AND TRUST SAN FRANCISCO OFFICE: Hobart Building 
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ADVERTISING AGE 


May 3, 1942 


To Waukesha Brewery 


Fox Head - Waukesha Brewery, 
Waukesha, Wis., has appointed 
Elliott Johnson general manager 
and executive vice-president. Mr. 
Johnson was formerly branch man- 
ager for Blatz Brewing Company, 
Milwaukee. 


Agency Appoints Kopf 

G. M. Basford Company, New 
York, has appointed Elmer J. Kopf 
account executive. Mr. Kopf was 
formerly in the advertising division 
of Republic Steel Corporation, 
Cleveland, and prior to that adver- 
tising and sales promotion manager 
of Union Drawn Steel Company, 
Massillon, O. 
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Food Dehydrators 
Fear Introduction 


of ‘Amateur’ Units 


Feel Bungling at 
Home May Give Bad 
Name to Industry 


New York, April 29.—The wave 
of announcements of home devices 
for dehydrating foods which has hit 
the public prints during the past 
few days has apparently given the 
dried and dehydrated food indus- 
tries considerable cause for alarm, 
principally because the industry 
does not believe that home dehy- 
dration can be performed satis- 
factorily and it is afraid that 
unsatisfactory experiments in the 
home will tend to create an unfa- 
vorable public reaction to all dehy- 
drated foods. 

Philip H. Van Itallie, nutrition 
editor of Food Field Reporter, de- 
voted his entire column this week 
to a warning that home drying may, 
do more harm than good, that 
dehydration is no job for amateurs, 
and that the poor quality of home- 


laried products will not easily be 


forgotten “and all dehydrated foods 
will be tarred with the same stick.” 


Urges More Advertising 


“Warning the public that it should 
not try to do its own dehydrating is 
just one of a number of public rela- 
tions jobs which the dehydrated 
foods industry can no longer afford 
to put off,” Mr. Van Itallie said. 
“Dehydrators are making money 
now. They could well afford to start 
paving the way for their postwar 
survival. When ration points on 
dehydrated soups were recently cut, 
they obtained an excellent break, 
since a given number of points now 
buys more dry soup than canned 
soup. Dehydrators are still handi- 
capped by their inability to supply 
the public’s need for vegetables, but 
it is not unusual for other indus- 
tries to have nothing to sell. Yet 
they advertise to keep their name 
before the public.” 

Immediate cause of this public 
relations warning to dehydrators 
was believed to be the announce- 
ment a few days ago that Metro- 
politan Device Company, Brooklyn, 
plans to introduce a line of home 
food dehydrators within the next 
month. 

Other companies reported inter- 
ested in the home dehydration field 
include Stewart - Warner Corpora- 
tion, which is alleged to have a 
model costing in the neighborhood 
of $50 in the works, Sears, Roebuck 


Another closing date on our necks 
.. . and | haven't even had time to clear the copy! 


desk.” 
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ADVERTISING MANAGER: “I ought to be twins these days! What with 
War Bond presentations, production-incentive drives, post-war planning and 
such, I never get time for the work I’m paid to do. 
of our men goes into service, all the headaches of his job get dumped on my 


ASSISTANT: “Mr. Carter, this new Hammermill book 
might help us. It’s full of ideas on how to organize work 
more effectively by putting things down in writing— 
notes that will remind you what to do and when, methods 
to simplify routing information and eliminate interrup- 


tions. It should help clear your desk. 
some of these ideas to work?” 
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On top of that, when one 
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\ Hammermill oy 


3 aids to help you “multiply 


yourself” for extra work 


When the load of work is in- 
creasing and you can’t hire new, 
trained people to help you, 
you’ve got to multiply yourself 
and multiply the effectiveness of 
the manpower you have. That’s 
a job paper and printing can 
help you do. Here are three 
aids that will help you use paper 
and printing to take some of the 
load off your shoulders: 


1 If your desk is a “junk 
e heap,” if you have to spend 
half your day on petty jobs and 
then lie awake half the night 
worrying about work you haven’t 
had time to get at— 


derly Desk." Written by William 
Feather, business author, this new 
little book shows how to organ- 
ize information, pass it along, 
check results, clear time for es- 
sential work. 


e faster than you can handle 
it, if unanswered letters are de- 
laying important work, if you 
have trouble getting the informa- 
tion you need to answer your 
mail quickly and accyrately— 


—send for ''Very Promptly 
Yours,”” by business writer Robert 
E. Ramsay. This little book out- 
lines a practical plan for answer- 
ing today's mail today. Shows 
how to route important letters 
through your office, how to or- 
ganize your files so that you can 
get needed information promptly. 


3 If you are puzzled about 
* what papers you can get to- 
day, if you want to avoid specify- 
ing papers no longer available, if 
you want to order economical 
sizes and quantities— 


—send for the “Hammermill 


information on the still extensive 
ing made under wartime restric- 


about grades, colors, finishes, 
weights, and sizes. 


USE THIS VALUABLE COUPON 


os 
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_— . Company, 


PAPER AND PRINTING MULTIPLY MANPOWER—AND MANPOWER WILL WIN THE 


If the mail is coming in| 


range of Hammermill papers be- 


tions. Quick answers to questions 


& Co., Georgia Power Company, and 
several West Coast companies. 
Lansdowne & Moody, Houston, 


cabinet unit selling for $5.95 in the 
Texas area, and this company’s 
product is reported to have made 
its appearance in 12 states. 

The production of such devices, 
provided they find a market, will 
be hampered by the lack of certain 
critical materials, especially the 
small motors which are used in 
many of them. Particularly annoy- 
ing to the commercial field is the 
fact that manufacturers of the home 
units are hoping to dip into the 
critical materials bank of commer- 
cial manufacturers of dehydrators, 
with WPB approval, for material 
with which to produce their small 
units. 


Soup Mix Group Formed 


In the meantime, manufacturers 
of dehydrated soup mixes served 
notice on all and sundry that they 
are in the business to stay by organ- 
izing a new trade association known 
as Soup Mix Manufacturers; with 
L. J. Gumpert, director of sales of 
B. T. Babbitt, Inc., as chairman. 

Mr. Gumpert emphasized that 
the formation of the association was 
made necessary by the manner in 
which sales of the product have 
skyrocketed from $300,000 in 1939 
to an estimated $40,000,000 this 
year, and pointed out that the two 
principal problems facing the indus- 
try are raw material shortages and 
rationing. i 

Robert Smallwood, president of 
Thomas J. Lipton, Inc., was named 
vice-chairman of the association 
and Robert Brenner, Aunt Polly 
Soup Mix, secretary-treasurer. In- 
cluded in the membership, in addi- 
tion to these companies, are Skinner 
& Eddy Corporation; Joseph Tetley 
& Co.; Natural Sugars, Inc.; Phenix 
Pabst-ett Company; I. J. Grass 
Noodle Company; and Metropolitan 
Packing Company. 

At Gimbel Bros. department store 
this week, New Yorkers had the 
| opportunity of meeting face to face, 
the home dehydrator, manufactured 
by Lansdowne & Moody, Houston, 
Tex. Featured in the store’s regu- 
lar advertising at $5.95, the dehy- 
drator is doing a whirlwind busi- 


/ness, backed up by a demonstration | 


| showing how it works. 
| Copy entices customers by telling 
|them to trust Gimbels to demon- 


| strate how to make 26 pounds of) 
—send for “Recipe for an Or-| tomatoes in %4 to 1% pounds for | 
| storing and keeping. The store re-| 


ports such initial success that it 
intends advertising the dehydrator 
| heavily. 

| 


ANPA Asks to Intervene 
in C&S Rate Dispute 


/in 
The American Newspaper Pub- 


lishers Association has filed a peti- | 
Aeronautics | 
Board, Washington, D. C., through | 


tion with the Civil 
its counsel, Elisha Hanson, seeking 
to intervene in the mail rate case 
involving the Chicago and Southern 
| Air Lines, Memphis. 

| tentative findings and conclusions 
|}in the case, “by which it purports 
|to curtail the advertising and pub- 
licity expenses of the respondent 
airline, raise a fundamental issue 
concerning the power of govern- 
ment, acting under the cloak of a 
rate fixing power, to interfere with 
|the sound judgment of manage- 
|ment in the pursuance of estab- 
lished business practice.” The ANPA 
declared that in order to plan for 
future needs, airlines and the air 
transportation industry “generally 
|must provide advertising budgets 
|which are adequate to promote 
|future growth as well as present 
| volume of operations,” and that the 


J 


Manual of Paper Information.” | present CAB policy opposes this 
This 24-page book gives full stock 


principle. 


J. J. Clary to Head 
Export Advertisers 


J. J. Clarey Jr., foreign advertis- 
ing manager of Bristol - Meyers 
Company, New York, who resigned 
in February, 1942, as president of 
the Export Advertising Association 
after serving ten months of his 
term, to join the radio division of 
the Office of Inter-American Affairs, 
was reelected head of the associa- 


ition at its annual meeting in New| 


| York this week. 


Other officers elected include: 
Robert H. Otto, vice-president of 
|the Export Advertising Agency, 


| vice-president; J. B. Powers, presi- 
dent, Joshua B. Powers, Inc., treas- 
urer; and Walter R. Bickford, edi- 
tor of Export Trade and Shipper, 
secretary. 


Tex., is said to be in the market | 
already with a hardwood and fiber | 


eel 
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Nourishing food for defense of the ne 
tion is the familiar note struck in thi: 
Shredded Wheat advertisement which ap- 
peared in four colors in the April, 1916. 
issue of leading women's magazines. The 
product, now called Nabisco Shredded 
Wheat, celebrated its 50th anniversary 
this month 


The petition said that the board’s | 


Affiliation to Meet 


A one-day wartime conference. 
sponsored jointly by the Interna- 
tional Affiliation of Sales and Aa- 
vertising Clubs and the Adver- 
tising and Sales Club of Toronto, 
will be held Friday, May 14, at the 
Royal York Hotel, Toronto. The 
speaker at the dinner meeting wil! 
be Walter Duranty, foreign cor- 
respondent of the New York Times 


Dobeckmun Names F&S&R 


Fuller & Smith & Ross, Cleveland, 
has been appointed by the Dobeck- 
mun Company, Cleveland, proc- 
essor, printer and laminator of 
cellophane and foil products, to 
handle its advertising. Business 
publications in the food and pack- 
aging fields will be used for packag- 
ing materials and Lexel insulating 
tape will be promoted in the elec- 
trical manufacturing field. 


2150 requests 
in four weeks 
for photographs of 


Dude Martin 


During his ten years on the 
air, Dude Martin, cowboy 
entertainer, has mailed over 
100,000 photos of himself 
and his ‘“Round-Up-Gang” in 
response to requests. Yearly 
he makes personal appear- 
ances before the same 
number. His average radio 
sponsorship has been two 
and a half years. His new 
half-hour show on KGO, 
“Cowboy Hit Revue,” appeals 
directly to war workers who 
have requested 2150 photos 
in the past four weeks. 
Contact your Blue Spot 
Representative or wire direct 
for complete information. 


810K. Cc. 
Blue Network Company, Inc. 


7500 WATTS 
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Queztan £ How can you direct your advertising to 


answer the arguments that stump your dealers? 


Lauawee: You can tie your name to a government 


campaign that can reach a potential weekly theatre audience 
of 80,000,000 — housewives predominating — through Sight, 
Sound, Action in ONE medium — MOTION PICTURE ADVERTISING.* 


Q: What is the campaign set-up? — A: Approved by OPA. Comprises 26 film subjects. Each tells different 
—* story. One screened every other week. You sponsor guaranteed 
campaign presentation. Sponsorship can be national, sectional or 
local. You set schedule, select communities, name theatres. Your 
name and message on each subject. 


A: By requesting a screening to suit your convenience. 


A: Wire collect for representative to call or write for copy of OPA 
CAMPAIGN booklet. 


“The National Network of Theatre Communication’’ 


“SCREEN BROADCASTS 


TRADE MARK REGISTERED 


INTERNATIONAL BLDG. - WASHINGTON, D. C. 


DISTRIBUTED—In Southern, Atlantic and New England States by Motion Picture 
Advertising Service Co., Inc., New Orleans, Louisiana. In Northern, Mid-Western 
and Western States by United Film Ad Service, Inc., Kansas City, Missouri. 


Ce > dyed O44 “These short-length Screen Broadcasts will . 


outstanding results. They make rationing easily understood by an audience that 
today tops all past attendance records. They provide wartime advertisers with 
a valuable public-relations outlet. We say they’re okay!”’ 
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. a mated that military and lend-lease | 3.7 billion pounds.” termined now, civilians will get| Progressive Grocer, at the . 

Hendrickson Nails uses will be apportioned from 20% | The Food Distribution adminis-| about half of the total supply of | meeting estimated that 45 000 n. eo 
to 25% of the prospective 1943 food |trator pointed out that egg produc-|canned fruits and vegetables, since | borhood food stores were shyt... 
supply, and civilians allocated from |tion is expected to continue at rec-| these foods ship well and are ur-| because of the war, but the re, _ 
75% to 80%. Although this does not|ord levels for the rest of the year, | gently needed at the fighting fronts. |ing 558,000 food stores throug me 
00 orfage on measure up to last year’s civilian | although consumers in some parts of | Relatively small quantities of these | the country, even though hams: 
allotment, it equals the 1935-39 fig- | the = gg aa products are shipped lend-lease. by rationing and other restric; a 
ure and will provide an adequate|are currently facing a dea oO probably had survived the st rie. 
- diet. Food caaterenibne in the home, | poultry meat. This situation should Labor Shortage Cited orous days. ee 

ore uying ower in addition to victory garden pro-|be eased, however, during the latter! The acute labor shortage along| The Chamber of Comm,-.. 
duction, can augment the civilian} half of the year by record hatchery |the Atlantic and Pacific Coasts, |adopted a resolution calling {o, the 
New York, April 28—The in-|supply about 10% to 15%. production of baby chicks. heart of commercial acreage, will} disposition of the government's «., 
creased purchasing power of Amer- “The total output of meats in 1943 To Cut Butter Consumption probably deplete the supply of com- | gantuan war-production machi, to 
ican civilians, and not heavy food | will greatly exceed the 1935-39 av- mercially grown truck crops, found | private ownership as soon as Se 
shipments to the armed forces and|erage production, perhaps by as| Civilian butter consumption will|in grocery stores. In this case, de-|sible after the war. The war-fa\\j- 

lend-lease, is responsible for the|much as 50%. But large war re-|be cut in 1943, with the ration per | creases average about 9%. It is ex-|ties resolution recommended tha: 
present food shortage, Roy F. Hen-| quirements are absorbing most of|capita amounting to not more than | pected that the grapefruit crop will| “Neither war agencies nor any 
drickson, director of the Food Dis-|the increase and black markets are | 12.7 pounds, against the 1935-39 av-| smash all existent records and the| other public agencies should operate 
tribution Administration declared |taking some toll,” Mr. Hendrickson |erage of 16.8 pounds. A reduction |pack of grapefruit juice may double |war-created and _ federally-owneq 
here yesterday at a luncheon meet-|said. “The outlook for seafood is not|in this country’s allocation to Bri-/| that of last year. The orange and | facilities in competition with private 
ing of the United States Chamber of |encouraging. With shortages in| tain, will keep cheese supplies about|tangerine crop may be slightly | enterprise. As soon as possible ifter 
Commerce which convened this|manpower and ships, the catch of | average, 5.7 pounds per capita, said | heavier than in 1942, reported Mr. | cessation of hostilities, all such fa- 
week for its 3lst annual convention. | fish this year is expected to be even | Mr. Hendrickson. Hendrickson. _ , cilities having a peacetime eco; omic 
Mr. Hendrickson said it is esti-|less than the small 1942 catch of| He asserted as far as can be de-| Carl W. Dipman, editor of the|use should be disposed of to tay. 
paying ownership on reasonable 
terms. Until there is transfer there 
should be just compensation to state 
MERS and local taxing authorities for sery. 
ENTl AL custo . ices rendered to the properties dur- 


New York City may be one place . . . but certainly not 
one people. As melting 
2,000,000 foreign-born residents. 


pot of the world, it has over 


In eating-habits, for instance, these New Yorkers are 


largely dominated by the customs of their country of 


birth. Food surveys in these foreign-born areas prove 


they are negligible prospects for many nationally adver- 


tised products. For such 
largely non-productive. 


advertisers, circulation here is 


COUNTS MOST IN NEW YORK CITY 


“CEREALS GIVE MY 
HUSBAND AND VOUNGSE | 


On the other hand, New York City has large areas 


(mostly private residential) 


where eating habits are 


typically American, where ability-to-buy is far above 
the norm, where size of family and home environment 
make them better than average prospects. 


In covering the New York City market, smart advertisers 
have learned that extra emphasis on these preferred 


areas pays extra dividends. 


This is balanced spending! 


FOR EXTRA EMPHASIS ON "PREFERRED FAMILY AREAS" USE 


Long Island Daily Press 


NEW YORK CITY'S 


HOME GROUP 


— 


<b etl ee 


F Bone Meters Stor Beurant 


Gong Island Star Journal 


_ Covering the northern half of Queens (New York City) 


} 


-——s 


Staten Island Advance 


Covering Staren Island (New York City) 8 


wees | 


184,068 


ABC CIRCULATION 


_ 
; 
R: 


ing the transition period.” 
Resolutions were also passed urg- 
ing both public and private agencie: 
to exert all reasonable efforts to 
maintain small enterprises, and rec. 
ommending the elimination of sub- 
sidy payments through the operation 
of government corporations. It was 
also contended that as soon as js 
practicable, the government should 
“pursue a policy that will maintain 
and increase the volume of export 
trade and foreign business transac- 
tions of American enterprises.” 


Chicago Women Elect 
Esther Latzke 


Esther Latzke. 


director of food 
economics of 
Armour & (Co, 
has been elected 
president of the 
Women’s Adver- 
tising Club of 
Chicago. Other 
new officers are 
Grace Hammill, 
School of the Art 
Institute, first 
vice - president; 
Ruth Barr, Rus- 
sell T. Gray, Inc., 
second vice-pres- 
ident; Ruth Williams, Wesson Oil & 
Snowdrift Sales Company, recording 
secretary; Esther Holmes, James C 
Holmes & Son, corresponding secre- 
tary; Clara Malatesta, Office Appli- 
ances Company, treasurer, and Ma- 
rion Schmidt, Reliance Mfg. Com- 
pany, historian. 


Esther Latzke 


Committee chairmen are: mem- 
bership, Kathryn Hogan, Fulton, 
Horne, Morrissey Company; pro- 


gram, Agnes Reasor, Swift & Co. 
publicity, Gladys Blair, Prairie 
Farmer; social, Adelaide Ayers 
American Corn Millers’ Federation; 
vocational, Marie Nyhan, Buckley 
Dement & Co., and finance, Margue- 
rite Heinrichs, Brookes & Sons 
Company. 


White to New Post 


Robert H. White, National Broad 
casting Company, Cleveland, has 
been transferred to the general sales 
division of NBC, New York, effec- 
tive May 1. He will act as eastern 
sales representative of NBC’s Pacific 
Coast network, but will continue 
cover Detroit and Cleveland terr'- 
| tories. 


500,000 


STOCK PHOTOS 


WRITE FOR INFORMATION 
ABOUT OUR CATALOGUE 


KAUFMANN & FABRY 


425 S. WABASH AVEN 
CHICAGO 
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Radio Aims lis 
Biggest Drive 
at Retail Field 


Chicago, April 28.—The radio in- 
dustry is making plans to launch, 
some time in early fall, a carefully 
prepared plan to woo and cap- 
ture the retail classification, which 
thus far has failed to respond to 
the advances of salesmen, it was 
revealed today at the war confer- 
ence of the National Association of 
Broadcasters. 


of the retail promotion plan com- 
mittee, Howard Coons, formerly 


The plan was ex-| 
plained by Paul W. Morency, Sta- | 


tion WTIC, Hartford, as chairman | follows: 


Substantial additions to this surn | 


were made afier the strategy had 
been explained. 


Mr. Avery said that a four-hour | 


presentation has and 
that ten 
routed through the country simul- 
taneously. 


braces all of the tools of promotion 


been built, 


—sound movies, sound slide films, | 
|charts, graphs, booklets and other 
At the request of the National|a committee of radio sales man- 
Retail Dry Goods Association, pres- | 


aids. 


entations will be confined to Mon- 
days through Thursdays. 


presentations, hence will be able to 
make 102 per month, covering the 


United States in 60 days. 


Six Booklets Planned 
The booklets will number six, as 


1. “How to Buy Radio Time,” 


| based on advice of committee of | 


with Lord & Thomas, and now a/agency time buyers. 


New York consultant, and Lewis H. 
Avery, director, Department 
Broadcast Advertising, NAB. 


2. “How to Measure the Radio| 
of | Audience,” prepared by a commit-| 
{tee of promotion executives of the 
Up to today, the retail promotion | 
committee had collected $82,760 of 


radio industry. 
3. “How to Insure Your Invest- 


its $125,000 fund to finance the plan.| ment,” in which industry experts 


master showings will be)! 


Each presentation em-| 


The NAB | 
is training six men to make the) 


| demonstrate 


May 3, 


will tell how retailers should use 
supplementary promotion. 

4. “Components of a Good Radio 
Program,” detailing the experience 
of the country’s leading program 
managers. 

5. “How to Put a Radio Program 
on the Air,” another contribution of 
the program experts. 

6. “What to Expect from Your 
Radio Station,” already prepared by 


agers. 
Retail Largest Classification 
Mr. Coons pointed out that retail 


| advertising is the largest classifica- 


tion of all engaged in advertising. 


He said there is no present indica- | 


tion that retail sales will decline 
this year, in spite of some estimates 
to that effect. As a matter of rec- 


_ord, the sales volume of many re- 


tailers is at an all-time peak. 
However, profits have failed to 
advance with sales volume. Mr. 
Coons expressed the opinion that 
this is an ideal time for radio to 
its ability 
sales at less expense. He said that 


from a few fields and needs 


time sales. 


Shortens Company Name 


Robins Conveying Belt Company, 
Passaic, N. J., designer, manufac- 
of materials- 
handling machinery, has shortened 
ts name to Robins Conveyors In-| years and the evening potentia) |. 
corporated, which the company} somewhat larger, according to 


-urer, and_ erector 


considers 
scope of its products. 


| structure is involved. 


‘Releases Test Copy 


through Ronalds Advertising, 


Adrienne cosmetics. 


Ralph Hanes Promoted 
Ralph Hanes, for the past 


to make | years with United States Rubbei 
been 
the weakness of radio is that it gets| appointed sales promotion manager | 
too large a share of its business! of the mechanical goods division. |sligh 


|Company, New York, has 


some | 
.msurance in the form of more retail 


more definitive of the|ures presented to a measureme 
No change of! clinic at the Palmer House 
management, personnel or corporate | morning by C. E. Hooper, Inc. 


A test campaign in daily and| the ay 
| weekly newspapers and radio is be- | 
|ing conducted in western Ontario} 
To- 
ronto, for United Drug Company’s 


15 | years, 


THEATRE 


HERE IS A THEATRE with aisles that cross a continent 


..a stage the size of a World’s Series ball park or a 


world war battleground ...an orchestra pit which 


can shift in 30 seconds from symphony to swing... 


and seats for 25,000,000 families, to be filled at the 


twist of a dial. 


This is the Mutual theatre, opened in October, 


L434. Scene of some of the greatest successes in radio, 


THE 


MUTUAL 


BROA 


it is being continuously enlarged and improved by 


those who know the American audience firsthand — 


the individual members of the Mutual Network. 


No wonder more and more advertisers are step- 


ping to the Mutual footlights these days. Some have 


a message for the full house; 


for others Mutual 


assembles audiences from specially selected markets. 


In either case, this theatre can now be leased at the 


lowest rates in radio—and the box-office response 


is terrific. 
* * 


* 


Current milestone in Mutual progress is the opening, 


May 1, of the newest and finest radio playhouse in New 


York, as outstanding as the network’s studios in Chicago 


and Hollywood. 


DCASTING 


SYSTEM 


Se — 


Radio Audience 
Smaller in Day, 


Larger in Evening 
Chicago, April 27.—The avai|.}) 


“ ‘ A fl le 
radio daytime audience is sligh;), 


smaller for 1943 than for preced),). 


1S 

fig. 
‘S 

nt 


th 
us 


|February, the percentage of a 
radio sample “at home” was slight|y 
‘higher than in 1942, but in Marc, 
|it fell below the index for 1949 
erage for the year thus 
is about 75%. 

| The available evening audience 
‘has run consistently ahead of pre- 
|vious years, reaching as high as 
83%. 

| The sets in use in daytime in 1943 
are also fewer than in other recent 
according to the Hooper 
|Index, based on Monday through 
| Friday listening. The sets in use 
|}evening index ran ahead of March, 
though February showed a 
slight decline from last year. This 
| index is based on Sunday through 
| Saturday listening. 

The Hooper ratings indicate little, 
‘if any decrease in the availability 
of radio receiving sets, though the 
shortage of replacement parts has 
| been widely publicised. Mr. Hooper 
|said that it will be a long time 
| before this factor becomes impor- 
tant, except, perhaps in rural areas 
where battery sets are in use. Few 
homes in middle or upper income 
| brackets rely on a single set, and in 
}an emergency parts from one radio 
| conceivably could be used to keep 
the other one going. 


Moves Cleveland Office 


The Iron Age has moved its 
‘Cleveland office to new quarters at 
1016 Guardian building. Personne! 
remains the same, with R. F. Blair 
as regional business manager, T. E. 
Lloyd as regional news and tech- 
'nical editor, and Ruth Rittman as 
| secretary. 


Morris to New England 

Charles W. E. Morris, formerly 
| southeastern advertising manager of 
the Christian Science Monitor in the 
| Miami office, has been named New 
| England advertising manager, with 
| headquarters in Boston. 


fay 
lal 


Browne Adds Account 

Victor J. Andrew Company, Chi- 
|cago, manufacturer of radio trans- 
mission equipment, has appointed 
‘Burton Browne Advertising, Chi- 
cago, to handle its account. Business 
papers are being used. 


Acquires New Account 

Condenser Service & Engineering 
Company, Hoboken, N. J., has ap- 
pointed Alan B. Sanger, New York, 
to direct its advertising. 


Belnap & Thompson 


PRIZE AWARD BOOK 


Illustrating more than 500 Quality 
Prizes now available. 


Book provides timely theme around 

which to build effective incentive 

programs. 

@ Sales campaigns 

@® Awards for finding better ways 
for territory coverage despite gas 
rationing. 


® Awards to plant workers for per 
fect attendance, suggestions, etc 


WRITE FOR FREE COPY 


BELNAP & THOMPSON, 


309 W. Jackson Bivd., Chicago, | 
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THEON/Y MAGAZINE Devoe 

ENTIRELY TO REPORTINGA - 

SPOT ANALYZING and FORECASTING 
EACH WEEK THEyNEWS 

(’ OF NATIONAL AFFAIRS 

*k 


NEWS OF NATIONAL AFFAIRS WILL BE THE 
©. NEWS OF BUSINESS FOR GENERATIONS TO COME & 


Tig Z 
THEON/Y MAGAZINE DEVOTED 
y ENTIRELY TO REPORTING A. 
SPOT ANALYZING and FORECASTING 
EACH WEEK THE,NEWS 
¥ OF NATIONAL AFFAIRS 
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NEWS OF NATIONAL AFFAIRS WILL BE THE 
© NEWSOF BUSINESS FOR GENERATIONS TOCOME ©, 
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Radio United for War Service 


A disinterested observer, sitting 
on the side lines at the war con- 
ference of the National Association 
of Broadcasters in Chicago last 
week, must have been impressed 
with the fact that the industry is 
united for the accomplishment of 


the great objectives of war service | 


which are its prime responsibility 
today. While many NAB conven- 
tions have been marked by the 


competitive battles which are in-| 
herent in the rapid and spectacular | 


growth of a young industry, these 
had obviously been laid aside in 
1943 for the more important task 
of aiding the nation in winning a 
victory over the common enemy. 
James L. Fly, 
Federal Communications Commis- 
sion, who spoke at a large luncheon 
meeting on Wednesday, extended 
an olive branch to the entire indus- 


try. The tone of his address was | 


conciliatory in all respects, making 
it evident that neither he nor the 
commission is anxious to pursue the 
controversial discussion which split 
the industry into two warring camps 
two years ago. Most significant! 
was his statement that as a result 
of changes which have been made 
in the network setup and in the 
methods adopted by networks to 
encourage the use by advertisers of 
all affiliated stations, the competi- 
tive situation, 
of the commission's radical orders 
for reforms in the relationships be- 


tween networks and affiliates two 
years ago, has been improved. 
Thus, while the industry. still 


chairman of the) 


which was the basis | 


jawaits with some trepidation the 
final outcome of the case through a 
decision by the Supreme Court on 
the appeal of the networks, it may 
be logically inferred that even if the 
‘FCC emerges victorious from its 
legal battle, the application of its 
orders will not be made in such a 
way as to disrupt the normal func- 
tioning of the networks nor to prove 
unduly burdensome to the industry. 

There were likewise indications 
at the convention that the split in 
the ranks of radio occasioned by 
‘the withdrawal of Mutual Broad- 
casting System and some of its 
leading members from NAB in 
1941 may be healed some time in 


the not distant future. Miller Mc- 
Clintock, the brilliant and clear- 
headed president of Mutual, an- 


nounced at a meeting held with its | 
“Mutual isn’t fighting 
and his attitude of con-| 


affiliates that 
anybody,” 
structive cooperation with other 
| beoamensting interests may be ex- 


SAN FRAN. | 
LOS ANGELES: | 


—The American Perfumer and Essential Oil Review 


“Mr. Smith, we have your order for 700,000 containers for your night cream—now 
don't faint—they've been shipped” 


Ad-libbing 


Neat But Not Gaudy 


| to be. 


Somehow, one would not expect | 


the Alien Property Custodian of the 
United States to be advertising- 
minded. Most advertising-minded 


people are quite the opposite of | 


property custodians. Their job is to 
transfer the custody of property 
from where it is to where it ought 
But the Alien Property 


| Custodian is nevertheless advertis- | 


pected to bring about a rapproche- | 


ment which would obviously be in| 
the interests of networks, affiliated 
stations and advertisers. 


| We believe that these evidences 


| 


of a desire on the part of broad-| 


casting to concentrate on its im- 
portant war job, disregarding dif- 
ferences which have sometimes 
interfered with successful team- 
work heretofore, are one more proof 
that with the completion of its 
twenty-first annual convention the 
industry may be said really to have 
become of age and to have grown 
up to its responsibilities. 


What's Good for the Country 


Without detracting in any way 
from the excellent program of pub- 
lic relations activities which have 
recently been in evidence on the 
part of many large corporations, we 
believe it can be said fairly that the 
innual report of General Motors 
Corporation, referred to in a news 
story on another page of this issue, 
marks a new high in the develop- 


ment of sound policies as they affect 
the conduct of American industry. 
For many years General Motors 
has helped to present the basic 
formula for successful corporation 
management «vhich is in the interest 
not only of stockholders and work- 
ers, but also of the public The 
high esteem in which the automo- 
tive industry as a whole is held 
today is due in large measure, we 
believe it will be generally agreed, 
the far-sighted and _ broad- 
minded policies of this giant cor- 


poration. If big business is to con- 
tinue to have the public acceptance 
which is the indispensable factor 
in its future prosperity, it will be 
due to a consciousness of social re- 
sponsibility such as is evidenced on 
every page of this impressive report 
to the nation, rather than merely to 
stockholders, of the magnificent 
contributions to the war effort of 
its management and workers. 

Its policies are summed up in the 
statement, “It is a part of the or- 
ganization’s operating philosophy 
that what is good for the country 
is good for General Motors, and 
what is not good for the country ‘s 
not good for General Motors.” 

Such a policy, 
carried out, 


conscientiously 
might well become the 
Magna Charta of American industry 
in the transition period ahead. Its 
acceptance would put industry in an 
unchallengeable position. 


ing-minded, and very efficient about 
it. The fine brochure he produced 


UNITED STATES OF AMERICA 
ee Mien Property Custodian 


a Important Announcement 


[ms 


GF iaistrcnder ie epacvion af 
ALIEN PROPERTY CUSTODIAN bl THE 
UNITED STATES OF AMERICA. . wie) 

“All prices have been substantially redeced 
The sale wi onic wl the ck a 
been disposed of completely, 

“Youre vst nd spcton gee 


sae Fifth Acts at tid be : sets York, N. y 


to tell the world about the 50,000 
alien-owned patents in his posses- 


sion for which he was _ seeking 
licensees was proof of that fact. 
And the advertising he has been 


running in New York papers in 
connection with the liquidation of 
Yamanaka & Co. compares ex- 
tremely favorably with private ad- 
vertising of this type. There can 
be no doubt about it—Mr. Crowley 
knows his stuff, or has someone 
around who knows his stuff. Yama- 
naka & Co. is of course a Japanese 
enterprise, but that offensive name 
is not once mentioned. Instead, the 
stock is euphoniously described as 
‘rare CHINESE and other Far East- 
ern Art.” 


Road to Fame 

Film Daily’s “Yearbook of Motion 
Pictures,” a monumental volume of 
more than a thousand pages, in- 
cludes more types of information 
for and about the film field than 
you can imagine. It will tell you 
that the film industry spent $65,- 
512,358 for advertising in the United 
States during 1942; that newspapers 
got $55,312,358 of this total, accesso- 
ries and direct mail $5,000,000, out- 
door $3,000,000, magazines $2,000,- 
000 and radio $200,000. 

It will tell you that the number 
of ads placed daily in various U. S. 
media is 16,000, and that there are 
65 trade and fan publications in the 
U. S. You can learn that the aver- 
age daily number of children work- 
ing as extras was 41; that there are 


16 
e 


cad i 


,endured the horrors of a 


; still 99 drive-in theaters; 
59% of all theaters 


that only 
show double 


| secured without charge from com 


———— 


Information 
for 


Advertisers 


The following documents may be 


| panies sponsoring them, or through 


| 


| advertiser or 


No. 2156. 


features (although in the northeast | 


section of the country the figure is | Journal-Bulletin describes in detail 


72%); that 25% of theater attend- 
ance takes place on Sunday, 20% on 
Saturday and 15% on Friday, the 
other four dweys accounting for only 
| 10% each. 

The Yearbook will tell you all 
these things, and many, many more. 
But what particularly strikes the 
eye of a gourmet who has just 
meatless 


| Tuesday is the listing of restaurants 


;on a 


jand exclusive. 


| And that’s all. 
| thousands of 


spread showing “Important 
Telephone Numbers in New York.” 
The restaurant list is short, sweet 
It consists of only 
five names—the Algonquin, Dinty 
Moore’s, Sardi’s, the Tavern and 21. 
New York may have 
restaurants 


|split-run copy testing. 


No. 2159. 


ADVERTISING AGE, by any national! 
advertising agence, 
executive writing on his busines. 
letterhead. 


A Material Survey of the 
Graphic Arts Industry. 

General Printing Ink Corporation. 
for the past three years, has spon- 
sored Printing and Advertising 
Clinics on subjects of interest tp 
those in the advertising and graphic 
arts fields. Because of the war these 
clinics have been discontinued jp 
their usual form and converted int) 
“PAC in Print.” The first issue 
contains a discussion by six authori- 
ties on the 1943 outlook for photo- 
engraving, typography, paper, ink 
and mechanical binding. 


No. 2157. The First Choice of Man- 
agement Men. 


The Chicago Journal of Commerce 
has issued this booklet composed of 
miniature reproductions of its pages, 
showing how more than 50 compa- 
nies talk to Management men of 


this industrial area through thei: 
advertising. 
No. 2158. Facilities for Wartime 


Split-Copy Testing. 
In this folder the Providence 


method of 

Illustrations 
help visualize the mechanics of the 
method. 


its “every-other-paper” 


Facts in Food and Gro- 
cery Distribution. 

The Progressive Grocer has issued 
this brochure, which is replete with 
statistics and comparative tables 
showing war’s impact upon the gro- 
cery field. Food store sales in- 
creased two and a half billion dol- 
lars in 1942, the study shows; 50% 
more women were employed, and 


| self-service continued to expand. 


listed | 


in the classified telephone book and | 


it may not, but if you are in the 
film business and want something 
to eat, those five spots are the spots 
for you... or the Yearbook misses 
its guess. 


Patriotic Promotion 
The most unusual advertisement 
in last Sunday’s New York Times 


No. 2160. 
When. 


The American Legion Magazine, 
in this folder, reprints an article 
from its April issue as an example 
of how, editorially geared to the 
war effort, it gives preference to 
material on all phases of the war 


They Knew Germany 


‘from the citizen-soldier point of 


was undoubtedly that of M. Gettle- | 


man, Furs, Inc., of 
lantic City and Pittsburgh, whc 
spent $777 (his copy 
a:gue that a 100% excise tax be 
levied on “super luxuries,” includ- 
ing fur coats priced over $500. 
There may be a catch to it some- 


New York, At- 


where, but the copy sounds con- 
vincing. “I sell fine fur coats,” it 
said—‘“‘coats for which men ana 
women pay as high as $6,000— 


$6,000 for a fur coat that could have 


been bought for much less only 
e:ght months ago. Yet surely, from 


the viewpoint of clothing necessity, 
a fur coat that costs up to $500 
would keen milady just as comfort- 
able and warm, if indeed less 


luxurious. 

“IT would like to see every fur 
unit over $500 taxed 100% and 
every non-essential commodity 
taxed 100%! The fur industry alone 


would yield close to a hundred mil- 


lion dollars to the income of the 
national treasury without a ripple 
in the welfare of the nation’s 


economy! 
“Ninety-five per cent of my busi- 
ness is in fur units over the $500 
price. And I’m convinced that such 
a tax would not appreciably affect 
retail fur volume. 
“This is a sincere plea to 


Con- 


gress: Levy a 100% excise tax on 
al! super-luxuries. Tap the reser- 
voirs that can be tapped easily, 


profitably and painlessly. 
“Let’s win this war and pay-as- 
we-win.” 


said so) to | 


view. 


No. 2146. War Time Analysis of 
the Greater Milwaukee Market 
The Milwaukee Journal has is- 
sued the 20th annual edition of its 
analysis of consumer buying habits, 
which is of particular interest be- 
cause it provides a picture of buy- 
ing trends in wartime: what type 
of store is preferred, what happens 
when a store is out of stock and 
so on. It also contains information 
about women workers, lunch box 
home baking and canning and otiie! 
wartime developments. 


No. 2116. A Few Minutes with tie 
Editor. 
The Saturday Evening Post 


issued this progress report, wh 
gives in detail the findings on 

creased readership resulting f: 
the changes effected by the Po 
new editor. Starting with phot 
graphs of the editor and his st 
at work, the brochure outlines ' 
editorial philosophy behind the n« 
Post and records the progress 

carrying out the changes. 


a 


No. 2149. Cover to Cover. 

The United States News 
issued this report on a survey of 
subscribers to determine the ext 
of cover-to-cover readership of t 
publication. Figures are given ! 
the number of readers who ident 
fied themselves as cover-to-cov' 
readers, with other percentag' 
showing the number of featur 
read regularly and the ranking 
various features. 
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— ———— ee . - ——— — a ew 
In the meantime, the mystery of |formed sources at FCC noted, the | scrutiny in FCC, asked why the De- W 
Con ress the Cox committee and its mode of |commission has given the Cox com- | partment of Justice had not looked | “atsker Heads COP ; 

1 f |operation continued to perplex re- mittee a full measure of cooperation | into the matter of a $2,500 block of | George Lasker, general manager 
porters. Authentic sources indicated |—and presumably intends to con- | stock given to Mr. Cox by the own- i Station WORL, Boston, has been 

8 that hearings are being held, and|tinue to do so. But Commissioner ers of the station, and questioned | appointed general manager of Sta- 

nl New oun 0 transcripts of testimony taken, but | Durr’s public refusal to submit doc- | the propriety of Mr. Cox’s heading | tion WCOP, effective immediately. 

| committee headquarters were silent | uments to the committee raised the |a committee investigating the FCC. | He will continue to manager WORL. 


/on the subject. | legal question of what rights the in- oeceneancaemeneennen |A. N. Armstrong Jr., former general 


4 fi 2 Fi ht | Last weekend the committee, | vestigating panel enjoyed. Changes Trim Size |manager of Station WCOP, will be 
mt ontinuing rig | 


‘through its counsel, Eugene Garey, assistant general manager of both 


-asked FCC Commissioner Clifford J. | Brings "Pest" Comment _ Starting with the May issue, Con- | stations. 
De Durr to forward data on all personal| It also brought prompt editorial | struction News, Little Rock, Ark.,| —_— 
ie Fly Defends ‘bank accounts. The commissioner |reaction. Washington newspapers, will conform to the National Indus- Heads A. S. Boyle 
igh E | s Hit refused to do so, making his letter|although they carried Rep. Cox’s | trial Advertisers Association’s rec- ; «0. y. 
sal mploye ‘public. He based his refusal on the | original castigation of FCC—which | ommended trim size of 8% by 11'4| Strieder Schraffenberger, vice- 
pr in Dies Report ground that such evidence was|he described as “the dirtiest nest of | inches. |president and general manager of a 
Pr. |purely personal. If, he said, there |rats in the country”—have devoted | —_———_ | the A. S. Boyle Company and Mid- 
— ae : - | was any suspicion of his honesty or | little attention to the probe. Upon | . | way Chemical Company, subsidi- : 
; org, ome naa | el | that he had been influenced by brib- | reading Commissioner Bares letter, Pan American Moves j}aries of American Home Products 
ho Federa tinued its running battle |ery, it was up to the Department of | however, the Washington Post com-| Pan-American Publishing Com-| Corporation, has been elected presi- 
: sion con elements of Congress this | Justice to investigate him, not the | mended his insistence on personal | pany, New York, publisher of Tex-| dent, succeeding Walter F. Silber- 
Win iN Caan Clifford J, |COX committee. ‘rights, recalled that Rep. Cox’s in- | tiles Panamericanos, has moved its| sack, who was elected to the newly- 
mn, week, ae to deliver certain per- | This brought the controversy out|terest in WALB, Albany, Ga., had | offices to the Equitable Life build-| created post of chairman of both 
n- Dal banking data to the House into the light. Up to this time, in- been the subject of considerable | ing, 393 Seventh Ave. |'Boyle and Midway. 
ng committee investigating FCC, and | 
to the commission refused to fire two | 
hic of its employes cited by the Dies | 
ese committee for un-American activi- | : 


tes 
nto The hotter of the two questions | 
was that of the employes, Goodwin | 
Watson and William E. Dodd. Chair- 
man James L. Fly defended the rec- 
ords of the two men in a press con- | 
ference yesterday, pointing out that | 
the fact that they were “doing a 
good job” had to be weighed in the | 
an- balance when their cases were con- | 
sidered. He pointed out that the) 
ree men were “competent and loyal,” | 
and said that their work had been 
praised by other departments of the | 
government. 
Then, in secret session, the com- | 
of mission voted on retaining the em- 
eit ployes, and by a 4-to-3 vote decided 
to keep them. For retaining: Chair- 
man Fly and Commissioners Walker, 
me Wakefield and Durr. For firing: 
Commissioners Case, Payne and 
Craven. 


tail May Go to Senate 


of Thus the FCC voted to ignore the 
ons House appropriations committee's 


the findings, which upheld previous evi- | ’ : 
dence uncovered by Rep. Martin | *» s« 6 a 


Dies. The commission’s decision in- 


— dicates that it will fight the com- a 
mittee’s findings in the Senate. If . 
the Senate does not concur with the le ’ 

ued J committee's findings, the commission you mind your own business these days, you'll cover a world of territory. 

vith ! will not have to discharge the men. 

dles | . 

ro- ‘ £ onft : 

+ | No matter what company name is on your door you're in the aviation busi- | 

lol- 


ness, the steel business, in electronics, export, import, finance! For your . 


= THERE'S NOT business is sensitive to the fortunes of every other business; its present and ro 


its future is being altered by developments in industries which, in other 


= | ANOTHER days, seemed very remote. : ng 


iple 
* ! This inter-relationship of industries makes Business Week of great value to 
- LIKE IT 4 the modern management-man. You'll find awareness of how industry has 
: outgrown provincialism, in both the nature and the scope of the business 
x @ The per family pur- news reporting job done by BW’s staff men, correspondents, editors—it 
beg eae Sen makes every column of BW's pages a matter of vital news to every one of 
hee Southern New England is 
uy grester than in any ether 125,000 subscribers and nearly a half million executive readers week by 
“ = section of the country. week.* 


That means that when 


Fae SENS, SEE The informed man...the BW reader... in any line of production, market- 


is directed to this market 
» ieee suena ing, finance, makes all business his business . .. through this one compre- 


to bring sales results. hensive business news source. 


has R buy- : . 
‘ich each these extra buy *Demonstration: write for Revolution in Oil 


ing dollars through WTIC reprinted from the April I7th issue. 
—Southern New England's 


foremost selling medium. 


330 West 42nd Street, New York City 


DIRECT ROUTE TO AMERICA’S No. 1 MARKET 


| Member of NBC and New England 
Regional Network 


Represented by: WEED & COMPANY 
New York, Boston, Chicago, Detroit, Son 


Francisco and Hollywood 
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UP! UP! UP! 


179.8% 


133.0% 


1939 


1940 1941 - 1942 


249.7% 


1943 


5-year record of Chicago Tribune percentage of lead in department store adver- 
tising expenditures over the next Chicago newspaper. First 3 months each year. 


EPARTMENT STORES during the first three months of 1943 placed in the 


Chicago newspaper in any similar period. 


Tribune 55.2% of their total expenditures for advertising in Chicago newspapers— 
the largest proportion of their promotion budgets they ever concentrated in a single 


They boosted the Tribune’s lead over all other Chicago newspapers combined from 
19.3% during the first three months of last year to 23.2% in the like period this year. 


They increased the Tribune’s lead over the next Chicago newspaper from 209.4% 
in the first three months of last year to 249.7% in the similar period this year—the 
largest percentage of lead for any such period on record. 


*K *K 


Here is progress that makes plain that advertising 
pays out better when it runs in the Chicago news- 
paper more people read and want. 

During each of the past five years, department 
stores placed in the Tribune more of their adver- 
tising budgets than they placed in a// other Chicago 
newspapers combined. 


Now, with Chicago’s spendable income hitting a 


* . ; 
‘x new all-time high and converting new thousands 
i ate : . 
~ into potential customers for what department 


stores sell, these merchants are stepping up their 
dependence on the Tribune to a new all-time high. 

They are doing so because the Tribune is the 
one Chicago newspaper which delivers the breadth 
and intensity of coverage most nearly in con- 
formity with their market and their selling 
opportunities. 


Every day of the week, the Tribune reaches 


* 


the largest constant audience which can be reached 
in this market thru any medium. 


On weekdays, the Tribune delivers from 455,000 
to 655,000 more total circulation than other 
Chicago daily newspapers—and more than any 
two other Chicago daily newspapers combined. 

On Sundays, the Tribune delivers from 275,000 
to 885,000 more total circulation than other 
Chicago Sunday newspapers. 

To get a full share of Chicago’s stepped-up buy- 
ing, you need the intensive advertising pressure 
which you apply to best advantage when you build 
your Chicago program around the Tribune. Rates 
per 100,000 circulation are among the lowest in 
America. 


@ Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


March average net paid total circulation: Daily, Over 935,009 
— Sunday, Over 1,200,000 


IN DEPARTMENT 


UPdbathibc ad. Coeeergg 
| SSRN 
Re bttidddidd’ tte 
SV et isiteeies tiitr 
Fre Tbddd Teh eter 
; TORT Giaid teen 
MOythiddii tl) Vibes 
is CATT 
+ CRIA nD 
Wee a 
‘ KES 
PHL tt) TE 
PALSTHTTLL LLL eae 
PPP eit rit i iit 
ATVCL i) Tibbte 
“SNORT ttitt 
STN ch bit idl aes 
Adiuist wits ove 
Mhesticcite eeeees 
‘eetbee cies canes 
44d dias tera 
PUPP cist oti cae 
ist clit ‘ii cteeeeee 
abet ote ‘i § Geen 
Jeit iitt ott) tte 
|S TTR 
fPivteoet oe toate 
sbbithits dt toneeng 
SULT 
ONiiiiiis. i) tttitioe 
- TERT 
SESS 
 TOENVETINUUER ET 
Bebictitereriae coe) 
Te tiddd tees ceeeer 
Has CoE 
LETRIIEREER REE 
ae CATTEUE | 
+ CRIA 
LOI TT it 
‘TRUCE 
Pehl il tii TR 
} {ETT 
Ach SLSR eee iii 
AMHiLl) Fibtte 
Labbe didi t Lined 
SLT ttt Lite 
THT TR 
Tyrtiitbidtiee ta 
Cir itibtiditits te 
iA CRUMITERERERE EE 
MiShisib ii dtide 
dias YVTENUURIETL: 
MALL titiebie 
TITER RRR Y 
Beever iti tir rity 
LLETERUREE RE 
>) ZEUTIRREERRE 
EUR 
PETC esses eee 
PEEL t iT TUE 
Xie 
/ TURRET 
> TTT 
eissi iiss ii tata’ 
iSTELI 
MPPTT iii tii ti tte ee 


ip ia ee, a Me Rae oe . a Y, ee es 2aareieos cee Se ee ae saat Hah pak ee 
aoa <a rete e a i > a aks aC ee ; A) > eee ne See Eee ey OS i el a 5 SE Rs Pe > ue ea aay Bree ved etal zs ae Ee ee: ae hice! oct eee | 
es F * . * . . “ ° . ’ : - +r at d “die 
“y % ee May 3, 1943 | 
ei i a - - — ——__—- sn ka—a— _—_——— ———$—————— oO —_ —— —_—— — — _ ee . 
ere . 
ot . 
aS te 7 
B a4 iz ea 
aoe Q 
ie 
rer i 
| 209.4% “2 ” = : 
- : . | 
| 120.3% ‘ a - : ’ j 
: : er Oi leis cee ey sie 2 
aa oe ate Ter eae 
i oe a ay : or ae 
a a ise . 
: = ? in aa ‘ Ee ie "a : EG 
a hers = a a ie ER. 
| - : ee 
+ 
en ‘ea 
EM Seat i ’ a 
* ’ 
sical As _ ‘ , 
~ | | 
oF . le 
q : t 
ye 
Suge 
ge 
hah 
‘ ere 
f Pt 
ee i 
. af 
M 
. 
7 Na 
4 i i ine 
1 he a Z 
2 a 2 
_* ' 
hg 
)! 
By 
a + 
ee ier 
a ’ ak 
: ; - 
7 e;*.° ny 
% Views 
~ r a 
: er ‘ 
‘a 
. | 
; j 
¢ k 
ro 
ad 
. tof 
meee 
i " i 
4 a i 
é . ' 
. : 
a 
r., 
tae 
. n 
aT 
is 
bate 
mad 
at 
an 
st 
or 2 
eee as: 
ens! 3 - 
. 
. 
_ a : 
ty : ‘ 
4 
it =a 
ZS ; : 
es wt 
ee 48 
: . diet 
‘ ae os 
= 4 be 
; ~ 
? ee ' (W] 
: : gt 
ai ‘ w e% 
eer ™" ota 
eo _ S35: 
: “e ins a ; es oS a Bee oe ee are a oe AS 3 cl ee CHICAGO TRIBUNE 
© — r a e hs re ch ie = a oat lage) ae 7 te zt a 
i 
es ‘ aa 
at 2 ey 
a 3. 
ie « : 
| Bat ga Somes ee mee, |. see ws, Sy al RE LOR UIA IU SOE ORS Sak ig tS Te RR SR yh EIN OR ae ee OS Iie Ler ace cae 2 ee 
: eo a : ; # e ere, 


3 May 3, 1943 ADVERTISING AGE 15 


LL-TIME HIGHS | 


1 STORE ADVERTISING LEADERSHIP 


During the first three months of this year,department [ii 


stores stepped up to 249.7% the Tribune's lead 
in advertising expenditures over the NEXT Chicago 
newspaper, and to 23.2% the Tribune’s lead over 
ALL OTHER Chicago newspapers COMBINED! 


PERCENTAGE OF ADVERTISING EXPENDITURES PLACED BY DEPARTMENT 
STORES IN EACH CHICAGO NEWSPAPER— First 3 Months 1943 
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May 10 Set for 
Negotiations on 
Transcription Ban 


Chicago, April 28. reeled: 
companies will resume their nego- | 
tiations with the American Federa- | 
tion of Musicians in New York May | 
10, Jerry King announced today in| 
addressing the 21st annual meeting | 
of the National Association of) 
Broadcasters. Mr. King’s brief an- 
nouncement followed a long discus- | 


during which James 
union president, 


C. Petrillo, 
was criticised 


| mands 
sion of the AFM transcription ban, | 


chiefly because of the ambiguity of 
his position and his failure to state 
his demands clearly. 

Mr. King, who said he spoke for 
Associated, Lang-Worth, NBC The- 
saurus, Standard and World Broad- 
casting, said the transcription com- 
panies would enter the new) 
negotiations in good faith and at- 
| tempt to solve the transcription | 
riddle. 


Hopes for Agreement 


“IT will not repeat the history of | 
the controversy with the AFM prior 
|/to presentation of their February | 
_ demands upon the recording indus- 
tries,” he said. “In the instance of | 
| the transcription libraries, these de- 
were for a_ contribution 
direct to the AFM of an unspecified 


| percentage of our gross revenue. | 


“Prior to April 16, the transcrip- 


‘hope to reach an agreement which | sicians, 
| will permit us to resume sroductin 


| spectively, of the NAB, 


tion industry had no opportunity to! forced to state his demands in at. earnings, after taxes, of the en; 


find a solution to our problem as| least general terms. Those demands, | 


record because all meetings prior to | broadcasters, he asserted. 
that date were concerned with the| Mr. Kaye, who 
latter. 


was made April 16 in a meeting| ful study: 
with the AFM board. This meeting} 1. Less than one-third of the | 
was adjourned until May 10. We|AFM members are professional mu- 
practically all of the re- 
mainder being engaged in approxi- 
of transcriptions for commercial | mately 250 other professions, trades, 
programs as well as libraries.” | businesses and permanent callings 

Neville Miller and Sydney M. skills 


requiring 
Kaye, president and counsel, 


re- | training. 
rev iewed | 2. Unemployment among AFM 
the recording ban, the former paint- | members is today virtually non- 


and 


| ing a dismal picture of life without | existent. 


phonograph records and electrical | 3. Union musicians receive ap- 
transcriptions. | proximately $20,000,000 annually 

Mr. Miller said that it was six!from their work in radio, a sum 
months before Mr. Petrillo was! nearly equivalent to the total net 


She's 4 Hot ‘em in new back. nose. t tail and i belly 


= 2a the Pi 


H.. MANY GUNS does a Flying Fortress need? The answer is, she needs 


enough to give her complete coverage from all angles. And has she got “em? You bet she 


has! It’s the same with radio coverage on the Pacific Coast. To get complete coverage you 
need a network that can direct your fire power to all the targets from all angles. You need 
the only network that can hit all the markets every time .. . Don Lee. Most of the markets on 
the Pacific Coast are surrounded by high mountains (5,000 to 15,000 feet). Long-range 
broadcasting is unreliable. With 33 stations, Don Lee releases your message at point blank 
range. More than 9 out of every 10 radio homes are within 25 miles of a Don Lee station. 


If your radio message is important enough for all the radio families on the Pacific Coast to 


hear, use the only network with enough stations to do the job . . 


Tuomas S. Let, President 


Lewis ALLEN Weiss, Vice-President, General Manager 


5515 Metrose Ave., HoLtywoop, Cauir. 


REPRESENTED NATIONALLY BY JOHN BLAIR AND CO. 


THE NATI 


ON’°’S GREATES 


aos Se . 


. Don Lee. 


T REGIONAL NETWORK 


distinguished from the phonograph | as now stated, are not leveled at) they 


followed Mr. ‘employees, 
Hence, the first direct move Miller, made these points, which he| and their average weekly wag, 

to solve the transcription problem | said were based on a long and care- | $67.90 for a work week of less tha), 
| 20 hours. es 


| 


specialized | ly 


U. S, Drops 2nd 


| that the Petrillo edict was invoked 


_for the express purpose of driving 
| small, 


' dismissed by Judge Barnes on the 


|anti-trust statute, 


| Goebel to Langendort 


-BSF&D Moves | 


| Agency Appoints Bevis 


ee 


| broadcasting industry. As a gro oup 


receive more compens; 
'from radio than any other grou ~ 


D of 
including executive: 


Suit Against AFM 


Chicago, April 29.—Federal Jud ige 
ohn P. Barnes wiped the slate 
clean yesterday in the government: 
anti-trust action against the Amer}. 
can Federation of Musicians by djs. 
missing, on government motion. the 
second suit against the AFM ana j:. 
president, James C. Petrillo. 
Government attorneys filed both 
suits in an effort to break the Ary 
ban on the manufacture of musi: 
records and transcriptions, which 
went into effect last Aug. 1. Prose. 
cutors were said to have little hope 
of proving their main contention. 


independent radio stations 
out of business. The governmen: 
had charged that more than 500 sta- 
tions would be forced to the wa]! 
unless the ban is lifted. 

Recent Supreme Court decisions 
made it doubtful that attorneys 
could make such a claim stick, 
was said, and the way has not been 
barred to a third federal suit should 
such a step seem advisable later. 
Daniel B. Britt, assistant U. S. at- 
torney general in charge of the 
anti-trust offices here, said the gov- 
ernment has until 1945, under war- 
time rules, to resume prosecution. 

The first suit, filed last year, was 
ground that labor laws, not the 
were involved, 
Subsequently the government raised 
the small-station issue. 


Richard E. Goebel has been ap- 
pointed advertising manager of 
Langendorf United Bakeries, with 
headquarters in San Francisco. He 
was formerly account executive of 
Ruthrauff & Ryan, specializing in 
food advertising and merchandising 
in the agency’s Seattle and San 
Francisco offices. 


Palmer Bevis, public relations 
counsel, has been named director 
of public relations and publicity for 
St. Georges & Keyes, Inc., New 
York agency. 


The New York office of Brooke, 
Smith, French & Dorrance has 
moved to new and larger quarters 
at 52 Vanderbilt Ave. 
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WASHINGTON, D. C. 25.0% 


DETROIT 13.7% 
MILWAUKEE 11.3% 


Here’s the dope on changes 
in wartime buying habits— 
105 pages of vital informa- 
tion for sales and advertis- 


‘ ing executives. Write the 
| advertising department for 
/ a copy. 
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HE Milwaukee market has been 

growing faster than all but two of 
the fourteen cities in its class. Only 
two out of thirty-eight other cities in 
the next bracket—250,000 and over 
—have shown a faster rate of growth 
(San Diego and Norfolk)... War 
work accounts for this gain — war 
work totaling six billion dollars in 
Wisconsin and concentrated largely 
in the Milwaukee area. New prime 
contracts alone added $900,000,000 
to war orders in this area in the five 
months ending February 28. . .Fac- 
tory payrolls in Wisconsin exceed 


CLEVELAND 0.8% 


| HOW THE BIG CITY MARKETS: 
GROWING 


K —3.5% 


BUFFALO 0.8% 


BOSTON —0.8% 
EW YOR 


At 


[it 


PITTSBURGH —3.2°% 


[F 


$15,000,000 weekly — up $9,000,- 
O00 in three years. In Milwaukee 
county alone, factory wage earners 
are getting more than $8,000,000 
weekly — up 300% in three years. 
More than 40,000 workers have been 
added to factory payrolls in the past 
year. . .Sales Management ratings of 
“High Spot” cities place Milwaukee 
first among the big cities for sales 
gains in May. . .It takes only ONE 
newspaper to do a complete cover- 
age job in this booming market. The 
Milwaukee Journal is read by 92% 
of all City Zone families. 


THE MILWAUKEE J OURNAL 
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|ecube of dried milk—the equivalent | purchase. Dealers have already re- weapons and only a limited par 
Devoe & Ra nolds ‘of their combined daily output of| quested over 1,000,000 bowls in an- urve $ rove its production is for governmen: han 
104 hours. Astonishing things like| ticipation of vigorous demand. Be- 


count, the report signed by Pro: 
this are happening in many indus- | ginning next month full color half- dent Edward G. Seubert emphasi 


y : | tries today—dehydration is the rea-| pages will be used in Better Homes that its products “are in use as y- 
- e Puts Heavy Drive roy y y |& Gardens and American Home. In Worth of Program nitions of war,” including fuel; ~ 
i Cc i R itful | the eastern market, company news- r bricants, petrolatums and as; alt. 
a oe . semper. Seewee paper advertising has been re- Sales forces plunged into the » rk 
a A broadside reinforced the post-| stricted to the New York Daily Sf d d R t of teaching proper car care anc jjs¢ 

e in e y lay cards, announced the new product | News, with full pages less one col- an al epor $ of petroleum, and gave a hea, 


ata retail price of $1.48 per gallon,| umn being used consistently. boost to the scrap rubber drive whe, 


nen 
* followed by a cooperative news- | Point-of-sale promotion has con- . “our marketers brought in about 
Cooperative Dealer paper drive all over the country | tributed its share to accelerating Conservation Copy, 13% of the nationwide collectio,” 
Advertising Keys featuring a 1% pound package the selling pace of Dehydray, win-| Dealer Schools Aid Are “Stamp Coliectors” 
: (which makes one quart of liquid|dow streamers, display streamers ‘ “Local tank wagon agents 
Extensive Program paint) for 20 cents instead of the| and handbills playing an important! Nation's War Effort ich te Gas We tee 
regular price of 49 cents. The cam- | role. Spot radio 2 also a = inenimehves worthy of Gaee 1. n 
' : |paign resulted in a_ backlog of In May a “spotlite” sales bar wi Chi April 28.—Surv f a n- 
New York, April 28.—Taking ad- | : : icago, pril : urveys Of|bered among the patriotic wa; 
varitage of Ww oot ioe pene: hemi sample orders and was called off in| be pas ince as _——— = oo both consumers and dealers have in-| workers of the country,” the c: “4 
which, coupled with the shortage March. l lets ja De nodray - org the Re = dicated clearly that Standard Oil|pany continues. “Rationing proceq- 
- of house painters, have combined Besides regular dea “i out eter | Pr wr ffe ti mehr = Company of Indiana, through its ad-|ure may seem simple on paper, byt 
oo. to supply an unprecedented market Dehydray is now being distributed | stress its effec va tos | vertising since early 1942, has aided | it does add to the eee emer of 
. in drug, grocery stores and super- Ivor Kenway, advertising man- 


for paints which can be applied 
without the deft touch of an expert, 
Devoe & Raynolds Company, manu- 
facturer of paints, varnishes and 
lacquers, is currently throwing a 
concentrated promotion program 
behind Dehydray, its concentrated 
water paint which differs from most 
competitive products in that it is| 
completely free of water and can be 


ee see ere, ager ot Dever Rayoulie: pom meray im helping conserve the|the il Business to become a Son 
is also used in those areas where|out that whereas white paint for-| tockholders were told today in the|tioning boards in a cold farmyai “a 
regular channels are impractical.|merly accounted for 50% of most company’s annual report. in zero weather. Backing up the 
Cooperative tie-ups with dealers on | lines of paint products, Dehydray| “standard’s educational work was|agents, salesmen and sales execu. 
the second broadside created enough | colors are now selling in a ratio of | pyijt around the wartime advertis-|tives contrived ways to stretch re- 
repeat business to justify a large | 80% to 20% white, “which is pretty| ing slogan, “Care for your car for|duced supplies, brought about rad- 
scale advertising program. Three| good proof that the 12 colors) your country,” and the dealer’s sta-|ical changes in methods of distribu- 
advertisements appeared in the| selected by Virginia Hamill of the| tion was featured as car conserva-|tion, and worked out solutions of 
New York Daily News and one) Woman’s Home Companion have 


deal th . 4 4 @7i|met with consumer approval.” tion headquarters. Newspaper copy |many new problems.” 
: ealer in the city redeeme 0 helped teach consumers how to save} Standard-conducted schools help- 
packed in a carton, while most coupons in 18 days. It is estimated | . 


: : —_—__—— |jrubber and lengthen the lives of|ed retail dealers step up their sery- 
other water paints come in paste that repeat business runs about 29% | their cars: while farm ’ i 5 

: 4 paper adver-|ices to customers, as well as how to 
po Prem need more substantial throughout the country. Hoffman Agency Moves tising stressed conservation of ma-jsell additional products and thus 

Wertime appeal coupled with e May advertising will spotlight a William Hoffman & Associates has chinery. ' : obtain new earnings to keep their 
hard-hitting advertising program set of four glass bowls offered for| moved its offices to 646 N. Michigan While Standard of Indiana is not|businesses going. 
has distinguished Dehydray as a 19 cents with any Devoe & Raynolds| Ave., Chicago. manufacturing war machines or Almost all of the company’s re- 
leading sales builder in the paint 
industry despite vigorous competi- 
tion from such similar products as 
U. S. Gypsum Company’s Texolite, 
National Chemical & Mfg. Com- 
a pany’s Luminall, and Sherwin-Wil- 
— liams’ Kemtone, all being vigor- 
ously promoted at present. 

Easy-to-use paint in paste form 
received a whirlwind send-off in 
1941, when three paint companies 
simultaneously marketed new im- 
proved formulas of water paints 
originally developed for the New 
York World’s Fair because of their 
quick-drying, low-cost adaptability. 

The sure-fire success of paste- 
paint hinges on six basic factors, 
all closely tied up with the fact that 
amateur brush wielders can handle 
them. They are: 1. Less expensive 
than corresponding oil paints; 2. it 
is the kind of product anyone can 
apply; 3. dries in one hour; 4. leaves 
no paint smell; 5. not messy; 6. re- 
quires no special thinner. 
be After the entire industry de- 

_ veloped paste-paints which sold at 
prices ranging from $2.59 to $2.98 
per gallon, Devoe & Raynolds seven 
months ago completely dehydrated 

a its product and took it out of the 

ot critical package class by using a 

7 cardboard carton. This new de- 

velopment eliminated loss through 
freezing, reduced transportation 
costs, required less storage space, 
was simple to remove from the car- 
ton and made it easier for the con- 
sumer to thin the paint form, ac- 
cording to the company. 

The name “Dehydray” evolved 
from the company title Devoe & 
Raynolds, plus the obvious play on | 
“dehydrate.” To introduce Dehy- | 
dray a series of teaser postcards | 
was sent to thousands of dealers | 
throughout the country emphasizing 
the progress of dehydration in other | 
industries. One card headlined, “9 | 
Cows Who Can't Believe Their 
Eyes,” pictured a group of prime 
milk producers staring in amaze- 
ment at a little box. Copy ex- | 
; plains: 
a “They are looking at a nine-inch 


WE'RE LOOKING FOR A 
TOP-FLIGHT COPY WRITER 


Preferably one with experience 
in the drug and allied fields. 


We're willing to pay the price for 
a brilliant copywriter! ...A man 
who has a background of “big 
time” agency experience and 
who knows his way around. 

Preference will be given to a 
writer who has worked on drug 
accounts. If he has had experi- 
ence in writing radio commer- 
cials, so much the better! 

The man we select will be in 
a beautiful spot to grow with us. 
If he shows he has the stuff, the 
{ opy ( hief's job is open to him. 
~ We're a 4-A agency, located in 
New York City. When you write, 
tell us about your past agency 
experience, the accounts you've 
worked on and your ideas re- 
garding a starting salary. 

Our people know about this ad. 


Box 4082, Advertising Age, N. Y.C. 
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earch and development efforts last 
year were devoted to projects di- 
rectly connected with the war. 
Special emphasis was put upon 
processes for the production of high 
quality aviation gasoline, toluene 
(an ingredient of TNT), butadiene 
(the butadiene project outlined in 
Standard’s 1941 report was aban- 
doned in accord with decisions of 
go\ ernment authorities), heavy duty 
lubricating oils for combat vehicles, 
and a number of special products 
about which secrecy must be main- 
tained. ; 

The company previously had re- 
ported 1942 net profit of $44,183,893, 
compared with $48,385,967 in the 
revious year. Sales income amount- 
ed to $449,039,660, as against $416,- 
607,572 in 1941. 


RAILROAD EARNINGS UP 


Cleveland, April 27.—The nation’s 
dependency on the railroads, mag- 
nified by wartime transportation 
problems, is reflected in the in- 
creased earnings of the Chesapeake 
& Ohio, Erie and Union Pacific rail- 
roads for the first quarter of 1943. 

C&O reported a net income of 

7,727,130 for the quarter ended 
Mareh 31, 1943, equal to 99 cents a 
share, compared with $5,813,163 for 
the like quarter in 1942, or 74 cents 
a share. 

For the quarter ended March 31, 
1943, Erie Railroad Company re- 
ported net earnings of $2,418,546, 


equal to 79 cents a share, compared 
with $2,189,747 for the like 1942 
period, or 69 cents a share. 

For the same quarter, Union Pa- 
cific Railroad reported net earnings 
of $12,609,166, as against $5,824,739 
in the comparable 1942 period. 

American Home Products—Con- 
solidated net earnings after all taxes 
for the first quarter ended March 31, 
1943, $1,285,154; for like 1942 quar- 
ter, $1,174,259. 

A. M. Castle—Net earnings for the 
quarter ended March 31, 1943, $137,- 
127; for like quarter in 1942, 
$107,233. 

American Chicle — Net earnings 
for the quarter ended March 31, 
1943, $725,122; for like quarter in 
1942, $695,369. 

Art Metal Works—For the year 
ended Dec. 31, 1942, net income 
totaled $310,231; for 1941, $408,937. 

Beech-Nut Packing—Net income 
for the quarter ended March 31, 
1943, $670,152; for like quarter in 
1942, $696,877. 

Brunswick - Balke - Collender — 
Net profit for the quarter ended 
March 31, 1943, $206,223; for like 
1942 quarter, $160,826. 

Colt’s Patent Fire Arms — Net 
profit for the year ended Dec. 31, 
1942, $1,222,230; for 1941, $2,560,868. 

Columbia Broadcasting System— 
Net earnings for quarter ended 
April 3, 1943, $1,031,671; for like 
quarter in 1942, $987,362. 

Conde Nast Publications—Net 
earnings for the quarter ended 


March 31, 1943, $235,244; for 1942 
quarter, $61,327. 

Cutler-Hammer—Net earnings for 
the quarter ended March 31, 1943, 
$537,653; for 1942 quarter, $406,674. 

Gillette Safety Razor—Net profit | 
for the quarter ended March 31,| 
1943, $839,219; for like 1942 quarter, 
$837,240. 

Hercules Powder — Net earnings 
for the quarter ended March 31, 
1943, $1,378,410; for like 1942 quar- 
ter, $1,201,810. 

Hershey Chocolate — Net income 
for the quarter ended March 31, 
1943, $1,372,248; for like 1942 quar- 
ter, $1,661,910. 

Houdaille-Hershey—Net earnings 
for the quarter ended March 31, 
1943, $582,347; for like 1942 quar- 
ter, $403,771. 

Johns-Manville Corp.— Net in- 
come for the quarter ended March 
31, 1943, $1,087,119; for like 1942 
quarter, $696,335. 

Julius Kayser & Co.—Net profit 
for the quarter ended March 31, 
1943, $177,439; for like 1942 quarter, 
$272,581. 

Loose-Wiles Biscuit—Net income 
for the quarter ended March 31, 
1943, $352,684; for like 1942 quarter, 
$338,381. 

McKesson & Robbins—Net earn- 
ings for the quarter ended March 31, 
1943, $987,869; for like 1942 quarter, 
$708,981. 

Minneapolis - Honeywell — N et 


31, 1943, $681,621; 
quarter, $669,931. 

National Acme—Net earnings for) 
quarter ended March 31, 1943, $649,- 
849; for like 1942 quarter, $726,885. | 

Nat’l. Cash Register—Net earnings | 
for quarter ended March 31, 1943, 
$862,241; for like quarter in 1942, 
$830,291. 

National Distillers—Net earnings 
for quarter ended March 31, 1943, 
$2,235,007; for like 1942 quarter, $1,- 
073,453. 

National Gypsum — Net earnings | 
for quarter ended March 31, 1943, | 
$179,283; for like 
$173,362. 

Norwich Pharmacal—Net earnings 
for the quarter ended March 31, | 
1943, $184,735; for like 1942 quarter, | 
$171,807. 

Nehi Corp.—Net earnings for the 
quarter ended March 31, 1943, $126,- 
805; for like 1942 quarter, $127,691. 

Procter & Gamble—Net 
for nine months ended March 31, 
1943, $15,327,845; 
period in 1942, $19,052,613. 

Quaker State Oil—Net profit for 
tt $1,297,206; for 1941, $1,519,- 
iF) 

Thermoid Company—Net profit. 
for 1942, $434,445; for 1941, $678,- | 
609. 


earnings for quarter ended March 


1942 quarter, 


income 


United Biscuit—Net profit for 


1942, $1,345,568; for 1941, $1,006,- 
089. 


Socony-Vacuum Oil Co.—Net 


profit for 1942, $30,808,397; for 1941, 
$43,175,902. 


NCE we asked Companion Reader- 
Reporters only questions about 


homemaking — 


lators and editors are quoting Compan- 
ion Reader-Reporter polls on vital cur- 
rent problems — as they affect women. 


Today Congressmen, news commen- 


For women have wide responsibilities 
today. When they talk the home front 


talks — and Washington listens! 


quick suecession. have come the answers 
of these 2,000 representative American 


wi 


wi 


~ m- 
— ~ 


Poll No. 1 — on war marriages — set 
off the fireworks. Following this, in 


wien to questions such as: Should 


grams and networks gave it time. 


The Companion Polls 
have made news—may make history! 


‘ 


Senators discussed it on the Amer- 


ican Forum of the Air —and it 


was written into the Congressional 


Record. 


with authority. 


ven be drafted? Should we have 


oulsory military training in 


ols? Military control of war pro- 
‘ion? Compulsory savings? —and 


iy others of equal timeliness. 


When it came to the subject of 


high 


vst-war planning, we really hit the 


\pot. Newspapers by the hundreds 


‘oted the poll. Editors commented 


it, columnists used it, news pro- 


THE 


se 


The war found the Companion. 
with its Reader-Reporter panel, better 
equipped than any other publication 
to go directly to American women — to 
gather their reactions quickly, clearly. 


It serves to high-light the nearness of 
Companion editing to the pulsing issues 
of the day — and to the women in whose 
hands so many of these issues rest. 


CROWELL-COLLIER Pt 


HERE’S WHAT WOMEN SAY 


* It’s all right for service men to 
marry (63%) 

* Women are willing to be drafted 
(65%) 

* They’re for High School military 
training (70%) 

* They okay military control for war 
industries (83%) 

* The Government should provide 


funds to care for children of 
women war workers (60%) 


* A majority (55%) favors a sales tax 

* They wantcompulsory savings (82%) 

* Most say: “plan now for peace” 
(84%) 

* Even more want a permanent World 
Congress (92%) 


* Nearly all want this Congress to 
have the power to enforce its 
decisions (95%) 


ompanion 


UNDERSTANDING WOMEN IS OUR FULL-TIME JOB 


BLISHING 


COMPANY, NEW 


YORK 


for comparable | 


for like 1 Softasilk Copy 


Plays Up New 
Quick-Mix Method 


Minneapolis, April 28.—Boon to 
cake-baking housewives is the “sen- 
sational new Softasilk method” 
introduced this week in General 
Mills’ current campaign in behalf 
of its cake flour, Softasilk. 

Result of many months of re- 
search, the new method stresses use 
of only one mixing bowl, simplified 
creaming and mixing operations, 
and a saving of 60% mixing time. 
Actually, old methods required from 
20 to 30 minutes for mixing, while 
| the Softasilk method advocates only 
four minutes. In one group of sev- 
eral hundred women who tested the 
new method, General Mills says 
76% preferred the new over the old 
method. 

General 
while a 


Mills that 


newly-printed Softasilk 


emphasizes 


| Use only QNE BOWL..cot smiving time WORE THAN HALT... get FINER 


FAR BETTER 


CIAEN 


4 


| package Is now in process of dis- 
| tribution, the product itself remains 
| unchanged; merely the cake-making 
|method is new. Packages now 
carry new method inserts, as well 
| as outserts, both of which contain 
cake recipes. 

The campaign began with two 
color shots scheduled to appear 
between April 25 and May 30, to 
be followed by 13 insertions of 340 
| lines each in black and white in 
| the same group of publications dur- 
ing the ensuing year. Opening 
|color advertisement appeared first 
|in The American Weekly of April 
_25, the same ad appearing in the 
| May 2 issues of This Week Maga- 
zine, Chicago Tribune, New York 
| News, Providence Journal, and St. 
| Paul Pioneer Press. Full page black 
and white space announcing the 
|'new Softasilk method is running in 
the May issue of What’s New in 
Home Economics. 

Supporting the printed campaign 
is the “Hymns of All Churches” 
segment of the Gold Medal Hour 
(NBC), Mondays through Fridays, 
1 p. m., CWT. 

Blackett-Sample-Hummert is the 
agency. 


Magazine Cuts Size 

Effective with the June, 1943, 
issue, Canadian Transportation, for- 
merly Canadian Railway and Ma- 
rine World, will change its trim size 
to 8% x11™% inches. 


Selling Women While 
They’re Young 


Published by GIRL SCOUTS 
155 E. 44th Se., New York 


Member of 
THE YOUTH GROUP 


200,000 ABC! 
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Looks to Advertisers 


To the Editor: I took the liberty 
of routing your letter regarding the 
national advertisers’ edition of the 
War Savings Staff News around the 
Treasury here, and everyone is de- 
lighted that you liked the portfolio 
—particularly, of course, because 
you, as editor of ADVERTISING AGE, 
are in a pretty good position to 
gauge whether or not this portfolio 
will do the job it is intended to do. 

We feel that we must look more 
and more to national advertisers for 
war bond advertising. Our own 
advertising activity is faced with 
curtailment as a result of newsprint 
rationing. Up until a short time 
ago, we had 59 general magazines, 
550 trade papers and 36 farm papers 
that were carrying our ads free of 
charge. Now, however, many of 
them are beginning to feel the pinch 
and are being forced to turn away 
paid advertising. Under these cir- 
cumstances, we cannot expect, or 
indeed ask, that they continue to 
run Treasury ads free. 

Our newspaper operation hasn’t 
been affected seriously as yet. How- 
ever, as subsequent cuts are made, 
it stands to reason that many news- 
papers will be affected to the point 
where they have all the advertising 
they can handle—-and when that 
time comes, few newspaper ad man- 
agers will complicate their problem 
by going out and trying to sell addi- 
tional Treasury advertising. 

We are taking various steps— 
such as getting more newspapers to 
sell on a 52-week basis, sending out 
more smaller space ads, and giving 
magazines suggestions for drop-ins 
that can be set at the last minute 
to fill any odd spaces that crop up. 
However, I believe that our best 
bet does lie in national advertising 
support. 

So far, at least, the reaction to 
the portfolio mailing has been really 
extraordinary. 

There have been requests for 
more than a thousand extra copies 
—from individual companies and 
agencies, from groups such as the 
Advertising Federation of America, 
who wish one for every local adver- 
tising club in the country, and from 
various media such as Hearst Maga- 
zines and Outdoor Advertising, Inc., 
who wish copies for each of their 
salesmen. 

In addition, there have been more 
than 100 letters from leading adver- 
tisers and agencies, all of whom 
promise increased war bond sup- 
port. 

All in all, I think the really 
extraordinary support which the 
advertising people of America have 
given to the Treasury is a shining 
example of which the advertising 
industry can be very proud. 

As a matter of fact, ADVERTISING 
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Jergens' “satin-smooth" slogan gets to- 
gether with Gem blades’ “five o'clock 
shadow" to make two couples happy over 
@ state of skin perfection in this juxte- 
position of copy in This Week Magazine. 
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, |of advertisements now running for 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


BIGGER & BETTER 


HELLO LAVA! 
GOODBYE 
GRIME. 


S Seton (Ce 


Par LAVA 


A sharp-eyed reader points out that the 
“before” and "after" illustrations in this 
Lava soap advertisement indicate that 
Lava makes the hands bigger as well as 
softer. 


AGE has been extremely helpful in 
bringing the opportunities for war 
bond advertising to the attention of 
its readers. Just before our port- 


much along the same lines—on the 
buying-power-tomorrow theme. 
THoMAsS H. LANE, 

Chief, Advertising Section, War 

Savings Staff, Treasury Depart- 

ment, Washington, D. C. 

Aa tg 
Praise for ‘Diary’ 

To the Editor: Rarely do I take 
the trouble or time to compliment a 
publication for an article or view- 
point that impresses me. I take too 
much for granted. But your Diary | 
of an Ad Man has won my admira- | 
tion not only for the ideas they | 
present but for the man behind 
them. I couldn’t pass up the op- 
portunity to tell you of the pleasure 
I derive from reading it. 

I only hope that more people both 
in and out of advertising read it, as 
it is, in my estimation, an out- 
standing contribution to the adver- | 
tising profession. 

MARTIN GRODT, 
Promotion Department, 
NEA Service, Cleveland. 


fo. a. . 


Make-Up Man Helps 
‘Satin-Smooth’ Effect 


To the Editor: The make-up 
man “dood” it again! Please note 
the tie-up between Jergens and 
Gem blades in the April 18 issue of 
This Week Magazine. 

JULES B. SINGER, 

Vice-President, Federal Adver- 

tising Agency, New York. 


Sponsors War Bond 
Contest for Farmers 


To the Editor: You may be inter- 
ested in seeing the attached proofs 


jour client, Massey-Harris, Racine, 
| Wis., a series of sectional farm 
paper advertisements that in our 


structive service to the farmers of | 
the country and to the nation in 
general. 


|observe, are designed to stimulate | 
farmers to meet, courageously and | 


by severely curtailed production of | 


farm equipment. Obviously, the| 
farmers must think, plan and work | 


out of these difficulties. 


planning in solving the agricultural | 
problems of 1943 that Massey-Harris 
is sponsoring this contest. War 
bonds are offered for winning let- 
ters describing ideas and plans of 
the farmers in meeting production 
demands this year. 

Contest letters are being received 
| by the client in highly satisfactory | 
numbers, but the quality of the let- 
ters is even more impressive than 


| 


the number of entries. 
| 


H. E. CLarK, 
Account Executive, Cramer - 
Krasselt Company, Milwaukee. 


Pp 


folio came out, as you will remem- | 
ber, you carried a swell piece very | 


Runs Bond Series 


To the Editor: Nothing on Page 2 
of your April 12 issue reproductions 


by a group of Chicago banks, per- 
mit me to submit attached proofs of 
similar ads from just one Fort 
Worth bank—the Fort Worth Na- 
tional Bank. 

There are four ads in the series, 


ing April in all three Fort Worth 
newspapers. 

These ads were prepared by the 
writer. 

CHARLES C. JOHNSON JR., 
Manager Creative Department, 
Stafford - Lowden Company, 
Fort Worth. 


yvyY 
Ad Technique Successful 

To the Editor: I thought you’d 
be interested in the series of ads we 
are running in our local paper as 
a part of our employe relations 
campaign. We have found, no doubt 
as other companies have, too, that 
an important part of this work can 
be particularly well done with 
advertising techniques. 

This particular campaign was 
conceived as a public pat on the 


of Second War Loan newspaper ads | 


one being published each week dur- | 


| 


| 


PAT FROM DUMORE 


Chet called his 
Mom and Pop 
Last Night 


| 


| 
! 
| 


| 
| 


, | 

Fon a tew fleeting moments os | 

they heard his voice and looked at his picture. | 
iat 


& 


| 


| 
very long between that cigar andthe handshake | 
| 
| 


we gave Chet the other day when he bung up 
his apron, left bis lathe and went to war. Chet 
the Air Corps... and his “Pop” in our shop. 

vital war jobs... beth im the fight... 
re proud te say, of Dumere. 


Reaction to the advertisements The 

Dumore Co. is running in the Racine 

Journal-Times, one of which is shown 

here, has proved that the series has de- 

veloped into a public relations, as well 

as employe relations campaign, which it 
started out to be. 


back for our employes. We hoped, | 
at most, that it would strengthen 


the friendship we have with 
employes. It did that and 
for we found that it was a| 
as effective a public relations 
paign as it was an employe , 
tions campaign. We have fe); 
ever-widening ripple of favo; 
reaction to these ads—amongs' 
townspeople, our neighboring jn 
tries, our customers, the gov, 
ment, and the armed forces. 

One of the series appears , 
Monday night in the Racine J, 
nal-Times. 

R. E. McDona tp. 
Advertising Manager, The D) 
more Company, Racine, Wis. 


+, 3% ¥F 


Bond Idea Clicks 


To the Editor: Here is just 
other proof of how much Apvenrris- 
ING AGE has helped us in past years 
in our advertising. 

We noted one of your subscribers 
gave you a suggestion in regard to 
the war bond drive and stated he 
would be happy for anyone to use 
same. We took this idea and ran jt 
with an advertisement and had 
copies made which are sent with 
each letter that leaves this store 
We have had many favorable com- 
ments. 

The insert pictures a soldier who 
is saying, “And remember the 
strongest bonds between you guys 
and us guys are war bonds.” 

L. B. KOLLINeEr, 
Kolliner’s, Stillwater, Minn. 


| 


These advertisements, as you will sects, 


their way, and the country’s way! From 


‘K ration battles 


in paper armor 


© Next to his rifle, this “Army Field Ration K” is 
the fighting man’s best friend. 


It sails down out of the sky with paratroopers. It 
goes up the beaches with landing parties. It's 
dropped from planes, dragged through rivers, 
thrown into foxholes. 


Naturally, the K" ration package must be able to 
opinion perform a definitely con-| resist practically every known form of destruc- 
tion. It must protect its contents against impacts 
big and little, sea-water soaking, heat, cold, in- 
rough-and-tumble transport. 


paper practice bombs to paper-plastic glider 
It is to stimulate resourceful) W298, from helmet liners to the top sergeant's 


roll call — paper is in the fight. Every day, startling 
new uses for paper are discovered, and new 
needs for paper appear. The world of paper is not 
only a rapidly changing world, it is also an ex- 
panding world. We are making paper at the rate 
of a thousand miles a day, and we know a !0t 
about the things paper is doing today, and will o 
tomorrow. 


The lights in our laboratories burn late thee 
days, as we search for more ways in which pap: ' 
can serve the war effort. All our research fac 
ities, and our best engineering talent, are devot: | 
to that end. 


intelligently, the problems presented | And it does. Paper was given the packaging prob- 
lem — paper did the job. 


When materials are again available, unusu 
papers for many purposes will be ready for yo! 
use. In the meantime, Oxford merchants and © 
ford salesmen are at your service. 


OXFORD PAPER COMPANY 


230 Park Avenue, New York, N. Y. 


Mills at Rumford, Maine & West Carrollton, Ohio 
Western Sales Office: 35 E. Wacker Drive, Chicago, Illinois 
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The war Is not all 
that rumors can lose 


Winninc this war is America’s No. | Job. 


Sut Victory will scarcely be worth the 
b\ood and treasure it has cost unless it brings, 
\' an armistice, but a just, lasting peace 
der which all men everywhere will be free. 


Writing such a peace will not be easy 
der any circumstances. And the enemy 
already scheming to make it impossible. 


Through rumors, he is attempting now to 
w the seeds of distrust, dissension, hatred, 
id greed among the United Nations, and 
‘us to gain not only a peace more advanta- 


geous to himself, but the opportunity some- 
day again to threaten the world. 


It is possible for the enemy to succeed. It 
is our responsibility to see that he fails. 


Never before was it so important for you, 
and every other Rumor-Warden, to weigh 
carefully every rumor that comes to your 
ears, and to question as Berlin-born any that 
tends to cast suspicion or discredit on either 
our own government or our Allies’. 


Never before was it so important for you 
to point out to people who innocently repeat 


rumors the imperative need not to repeat 
them again—to scotch all rumors before they 
are well started. 


Do this—and you will not only be helping 
to win this war—you will be helping to make 
impossible the birth of another. 


YOUNG & RUBICAM, INC. 


advertising 


NEW YORK + CHICAGO - DETROIT - SAN FRANCISCO 
HOLLYWOOD - MONTREAL - TORONTO 
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Leonard Joins Mathes 


Scott Leonard, formerly with 
Batten, Barton, Durstine & Osborn, 
New York, and previously advertis- 
ing manager of the Telautograph 
Corporation, has joined J. M. 
Mathes & Co., New York, in an 
executive capacity. 


Goff Now Sole Owner 


Carlton Goff, co-owner of Ham- 
mond-Goff Company, Providence, 
R. I. agency, has become sole 
owner following the death of his 
partner, Alden M. Hammond. The 
company name remains unchanged. 
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STUDIOS INC. 
540 N. MICHIGAN AVE. « CHICAGO 
WHlitehall 5355 


Communications 


| speaker, dividing 


the four major networks. 


that large radio stations tend to be- 
come more prosperous while smaller enue is the Reconstruction Finance | 
ones encounter more and more diffi- 'Corporation, but Mr. Fly expressed | 


culty in existing. The industry as a 
whole had its best year in 1942, 
when its revenue was between 32 
and 34 million dollars. While the 
average profit was $43,000 before in- 
come tax, 168 stations lost money, 
the aggregate being $1,000,000. 
Stations with receipts of $25,000 
and more averaged $50,000 in 1941 
and increased that figure slightly in 


Asks Help for 
Small Stati 
ma qd lons 1942. Stations with receipts of less 
than $25,000 had an average loss of 


Chicago, April 28--The Federal/|$710 in 1941 and of $1,100 in 1942. 
Commission, in|However, 63 stations which lost 
common with other government | money in 1941 showed average 
agencies, is deeply concerned with | profits of $2,500 or more in 1942. 
the plight of small radio stations, | Another 118 stations made less than 
w hose revenues $2,500 in 1942. 

have been largely @& 
dried up by the 

war, James Law- 
rence Fly, chair- @ 
man of that body, 3 

told the National 
Association of 
Broadcasters to- 
day. Mr. Fly was 
the luncheon 


FCC Chairman 


Asks More Tie-ups 


Affiliations with networks, help to 
|solve the dilemma of the small sta- 
tion, and 88 stations have made such | 
tie-ups since May, 1941. Mr. Fly 
urged the networks to accept more | 
small stations as affiliates, asserting 
that reduction of line charges, which 
has lopped $2,000,000 off the net- 
works’ operating costs, make this 
plan feasible. 


|honors with four 
| news commenta- 
tors, who brought It has been suggested in some 
the latest news James L. Fly quarters that remission of income 
reports from the \taxes might be arranged, but this | 
battle fronts through the courtesy of | would not help, according to Mr.) 
Fly, who said that many of these | 
Mr. Fly gave figures indicating | small stations have no net incomes. 

Another possible source of rev- 


WHHEAT THE FRADEO TEME BUVER 
WARTS FTO RmAOWY ABROUT 


the first 11 top ranking shows on the air... with an average rating 
of 27.6. Of the first 50 top ranking shows WTAM carries 32. First 
in AUDIENCE by every Poll and Survey. Yet the COST is only 
$.000073 per family. 


*Hooper Survey December 1942 


NBC Network 
50,000 Wotts 
C L 


REPRESENTED NATIONALLY BY NBC SPOT SALES OFFICES 


AUDEENCE 


@ Audience in the palm of your hand! WTAM carries 11 out of 


ie ~ os \ 
iia 
i ! 


Owned and 
Operated by NBC 


we. 


A WN OD 


the fear that loans might ultimately 
put the government into radio 
broadcasting. Like Elmer Davis, 
who addressed the convention yes- 
terday, Mr. Fly is opposed to gov- 
ernment entry into publishing or 
broadcasting. 

The FCC chairman spoke rather 
disparagingly of national advertis- 
ers, taking the viewpoint that many 
of them have “tax incentives’ to 
spend money on time and space. 
Small radio. stations, dependent 
chiefly on retail advertising have no 
such source of revenue, since their 
potential customers are largely in 
the small business field. National 
advertisers might well divert some 
of their funds to support of these 
small stations, Mr. Fly concluded. A 
mere 2 or 3% of the national adver- 


tising budget could solve the prob- 
lem, he said. 


Talks Over CBS 


Mr. Fly made a 15-minute address 
over CBS following his appearance | 
before the broadcasters. The Amer- | 
ican system of broadcasting has met 
its first great crisis, and has met it 


successfully, he said in his talk. De- | 


spite the manifold difficulties which | 
have beset wartime broadcasting, 
networks and independents alike 
have given a full quota of service. 
“Radio is meeting the challenge of 
wartime operation,” said Mr. Fly. 
“As a direct result, the American 
system of broadcasting—by which I 
mean stations and networks pri-| 
vately owned and managed, but op- | 
erated in the public interest—stands 
on firmer ground than ever before. | 
Far from shaking our basic broad- 
casting structure, the war has 
strengthened it, so that today the es- 
sential importance of broadcasting 
in the war is universally recognized. 
“Before war actually came, there 


were those—and I was never one of | 
their number — who believed that! 


our communications structure could 
not survive in private ownership 
during a war and who thought it 
inevitable that as during the first 
World War, telephone, telegraph 
and perhaps radio _ broadcasting 
would be taken over by the govern- 
ment. Experience has shown what 
I, along with all other responsible 
government administrators, 


have | 


a 


CONFEREES 


At the NAB war conference jin Chicago 
last week were John Gordon, left, radio 
director, Needham, Louis & Brorby, and 
Jack North, radio time buyer, Aubrey, 
Moore & Wallace, both of Chicago. 


— 
‘always believed —. that private 
| broadcasting, in war as in peace, is 
/a main bulwark of American de- 
| mocracy. 

“Let me add, however, that in the 
final analysis, the future of broad- 
casting is not in the hands of the 
|FCC or of any other government 
| agency. It is in the hands of listen- 
| ers, Government may act to im- 
prove a situation here or to elimi- 
‘nate an abuse there, but the real 
fate of broadcasting lies in the 
hands of listeners themselves. By 
| your support you make broadcast- 
'ing possible, and so long as your 
support is forthcoming, broadcast- 
ing will flourish.” 

Mr. Fly told the radio audience 
that the industry is establishing a 
Radio Technical Planning Board 
|which will assure the public the 
latest and best in radio and allied 
fields as soon as the war is over. 


Takes New WJZ Post 


John Hade, for the past four 
years with Station WFAS, White 
Plains, N. Y., has been appointed to 
the newly-created post of commer- 
cial program manager of Station 
WJZ, New York. 
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The best testimonial 
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CHICAGO SURFACE LINES OPERATE 
THE LARGEST STREET CAR SYSTEM 
IN THE WORLD 


Probing every corner of the city, with 
its 1,035 single-way miles of trackage, 
and over 100 miles of bus routes, Sur- 
face Lines service reaches every indus- 
trial and business center. 98 per cent of 
Chicago’s population lives within three 
blocks of one or more of its 106 lines. 
Surface cars are the vortex of Chicago's 
masses in motion, the constant gather- 
ing place of a huge cross section of 
' population. Surface Lines expanding 
circulation in 1942 averaged 116,17 2,- 
838 monthly. 


NATIONALS 
USE IT NOW! 


RAPID TRANSIT (ELEVATED) PROVIDES 
FAST, DISTANCE TRANSPORTATION 
THROUGHOUT THE CITY’S AREA 


Repeated extensions of the “L’’ lines 
have charted successive surges in Chi- 
cago’s expansion. All converging upon 
the Loop, the Elevated lines channel 
travel between Chicago’s home areas 
and downtown. The large, brilliantly 
lighted “L” car cards, and the compel- 
ling platform posters are highly effec- 
tive in selling Chicago's typical group 
audience en masse. Elevated circulation 
continues to grow beyond the new 
record of 19,724,354 which was set 
last December. 


CHICAGO MOTOR COACH BUSES 
CARRY THE BOULEVARD CIRCULA- 
TION OVER THE HIGHER RENT ROUTES 


Motor Coach transportation has a 
marked attraction for long and short 
haul passengers, both during the busi- 
ness rush hours and during the shop- 
ping hours. Passenger personnel is 
predominantly women, women with 
spendible money. Increasing numbers 
of male executives ride the motor buses 
to their Loop offices. Bus advertisements 
virtually are within arm’s-length vision 
of each passenger. Bus circulation 
jumped sharply last year, to 7,132,230 
in December. 


THE SUBURBAN CARRIERS EARMARK 
YOUR MESSAGE FOR AN IMPRES- 
SIVE HIGH INCOME CIRCULATION 


Suburban services penetrate 40 to 50 
miles into rich residence and industrial 
areas adjoining Chicago. To normally 
high suburban income are now added 
great production payrolls from huge 
war plants built or converted within 
this Suburban belt. Suburban buying is 
highly diversified, and constant. The 
average Suburban ride is longer, fre- 
quently exceeding an hour. Suburban 
carrier circulation shows exceptional 
increase, totaling 16,064,066 in De- 
cember, 1942. 


Chicago Cor Aduertising Company 


ee 
CHICAGO 
333 N. MICHIGAN AVENUE 


TELEPHONE-STATE 1143 (4 


Sg cc 


NEW YORK 
500 FIFTH AVENUE 


TELEPHONE — WISCONSIN 7-3235 


EXCLUSIVELY REPRESENTING ALL TRANSPORTATION ADVERTISING THROUGHOUT GREATER CHICAGO 
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tisement and see if you don’t think it would 


This advertisement, one of a series appear- 
ing every two weeks, is now appearing in 


newspapers in Washington, New York, 


be good public relations to run it wherever 


USE THIS SPACE 
FOR YOUR COMPANY 


you employ labor—over your own company 


signature of course. 


Detroit, Pittsburgh, Chicago, and in all 


For free mats, write 


McGraw-Hill publications. This campaign 


Research Department 


is designed to help the public understand 


SIGNATURE 


the necessity of Seed Money to win the war MeGRAW-HILL PUBLISHING CO., Inc. 


and win the peace. Read this latest adver- 


330 West 42nd Street, New York 
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Henriquez Studio 
Quits for Duration 
The R. D. Henriquez Studio, Chi-| 
cago, has been raided so often by} 
draft officials that Russel D. Henri-| 
quez has decided to close for the) 
duration. He will enter war work. 
Carl Linkinhoker, of the Henri- 
quez Studio, has taken offices in the 
Wrigley building and will free lance. 
Dwight Mutchler has joined Mil-| 


burn, Williams & Binkley, Chicago | 


studio. 


Kerr's Appoints Agency 

Kerr’s Butter Scotch, Jamesburg, 
N. J., has appointed the New York 
office of Tracy-Locke-Dawson, Inc., 
as advertising agency and merchan- 
dising counsel. 


aie 


te 


“No Burton Browne | 
* Client hasa 
s competitor with — 
‘Detter advertising” 
_, BURTON BROWNE 


ADVERTISING 


S160 EASY SUPERIOR STREET 
by CHICAGO: DEL. 3800 + 


ih ag Fee 


Admen in the 
Armed Forces 


George Krakora, advertising man- 
ager of the aviation publication 
group of Phillip Andrew Publishing 
Company, New York, has been given 
a leave of absence to join the Army 


air forces technical training com- | 
| mand. 


| William W. Laurie Jr., formerly 


| with Maxon, Inc., in Detroit, and for | 


ithe past 10 months with the Office 
|of Program Coordination, OWI, has 
| been commissioned an ensign in the 
naval reserve. He reported April 28 
|at Fort Schuyler, N. Y. 


| John P. Andrews, formerly West 
|Coast advertising representative of 
| Life, has been commissioned ensign 
| A-V (S) in the naval reserve. 


‘son Company, New York, who en- 
| listed in the Army a year ago, has 
been commissioned a second lieute- 
| nant at Fort Benning, Ga. 

| W. C. Reynolds, vice-president 
and acting manager of the Journal- 
| Times, Racine, Wis., has been com- 
missioned a captain in the Army.. 

| Glen Holznecht, a member of the 
| advertising staff of the Press-Ga- 
| zette, Green Bay, Wis., has joined 
'the Army. 


Henry C. Knowlton, formerly on) 
| the copy staff of J. Walter Thomp- 


Army Statements 
Feature Series 
for Westclox 


Magazines, Dailies 
and Farm Papers Are 
on '43 Schedule 


Chicago, April 28.—Full apprecia- 
tion of the Army’s immense war- 
time job and suggestions for the 
home front are built into the 1943 
advertising campaign of Westclox 
division, General Time Instruments 
|Corporation, recently released to 
national magazines, the Metropoli- 
tan Group and roto sections of other 
newspapers, and leading farm pub- 
lications. 

The LaSalle, Ill., manufacturer 
has been devoting full time to war 
work since last summer, when pro- 
duction of Big Ben and Westclox 
was halted. The company continued 
advertising, however, adopting the 
new slogan, “Time Won’t Wait for 


‘| the Nation That’s Late.” The slogan 


is being repeated in the new series, 
which consists of a series of state- 
ments by leading Army officers on 
the tasks ahead. 


a —_ _ — ee | 


high-ranking Army men, acc, 
nied by their direct statemen: 
the American public. 


Uses Campbell Statemen; 


The opener, in the April 17 
|urday Evening Post, features \\, 
| General L. H. Campbell Jr., chief 
ordnance of the Army, and 
straight-from-the-shoulder promis 
to the public that the fighting 

are fully equipped “with weap 
that are out ahead of anythin the 
enemy can bring against us, anq 
will continue to be so.” He 
gives assurance that vast quantit 


SOUND ADVICE 


npa- 


me | of war materials for our armie 
m@ | being delivered “to the right | 
at the right time;” praises Americay 
| production achievements and warn. 
that no time must be lost o: 
vital production front. 

The second in the series will play 
: wesvaiox = up the transportation job, both here 

Se. ,and abroad. Each adds the cus- 

| tomary note that while the space jx 

Direct statements from Army leaders to | made available to the Army, this 
the home front comprise the new series | does not constitute an endorsemen 
of advertisements for Westclox division. | of the products or services of West- 

This is the opener. | clox. 
The schedule includes full black 


: and white es in th ver 
Westclox seeks to accomplish two | ¢oyr inner Bg ~ li ig “Wee 


objectives in the new campaign: To| Coast edition of The American 
keep its trademark name before the | weekly, in 20 papers of the Metr, 
public against the day when clocks | group and roto sections of 11 other 
can be produced again; and to give | newspapers, all once a month: and 
concrete support to the war effort. | single columns each month in Cap- 
The overwhelming share of the| ners Farmer, Country Gentlemay 
Space in the new advertisements | anq Progressive Farmer. 

‘will be devoted to illustrations of | Westclox also will continue, on an 


re 
ine 


Nothing recedes like success! 


N 


“To be here tomorrow, advertise today” 


ow, more than ever, this ancient advertising maxim 


is true — true for firms with products to sell — true 


for those whose products have gone to war. 


... and 21 are former WNEW advertisers, welcomed back 


The first quarter of this year has been the best in the 
history of WNEW ... 42 more advertisers for ’43!/ Ten 


are new national advertisers ... 11 are new local accounts 


with open arms. 


regular WNEW advertisers — some of 10 years standing 


— will tell you, “Constant WNEW advertising makes sales 


All advertising pays on WNEW — New York’s first 


station in low cost of reaching customers. And dozens of 


GO UP — and STAY UP!” 


NATIONAL 


501 MADISON AVENUE - NEW YORK, N. Y. 


Serving New York and New Jersey Twenty-Four Hours a Day 


me REPRESENTED 


BY JOHN 


BLAtr & 


irregular schedule, a series of Post 
pages urging owners to take good 
care of their Big Bens, avoid tinker- 
ing with the “innards,” and to take 
them to jewelers if expert attention 
is needed. 

L. B. Richards is advertising 
manager of Westclox division and 
the Chicago office of Batten, Barton, 
Durstine & Osborn directs the ac- 
count. 


Kotula Changes Title 
Kotula Advertising, New York, 
will henceforth be known as The 
Kotula Company, amplified with the 
by-line “Advertising and Market- 
ing.”” The agency has moved into 
new quarters at 400 Madison Ave. 


EYS 
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HARLINGEN 


Primary coverage of four prosperous 
markets in one, at small cost. That, 
wrapped up in one package is what 
this great combination gives you. 
Your account handled by each station, 
working closely with retailers and 
wholesalers in each area, plus max- 
imum coverage of the entire, rich 
South Texas market in one bundle! 


KMAC «= San Antonio 
KEYS - Corpus Chris: 


KGBS «= + Harlinge” 
KPAB = = © Laredo 


a 


- 2. 


7 
MORE Write, Phone ™ 
PRIMARY we Collect 
COVERAGE for Market 
OF THIS nformation, 
RICH MARKET PP 
THAN ANY oo 
Condary 
OTHER overage, 
STATION and 
OR Merchandising 
GROUP ens, 
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HOWARD W. DAV!S 
NATIONAL BANK OF COMMERCE BLDG 
SAN ANTONIO, TEXAS 
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Grade Labeling 
Showdown Set, 
Brown Indicates 


Washington, D. C., April 28.—The 
sant battle which has rocked 
Office of Price Administration | 
nearly two months was ready | 
for its final stage today. Prentiss | 
Brown, the Michigan lame duck | 
‘or who inherited the thankless | 


ince 
the 
for 


sen . 

job of OPA administrator after | 
Leon Henderson had been forced to 
take cover, Was making up his mind | 


on a paramount issue: grade label- 
n 

® grade labeling, important as 
it undoubtedly is to food processors 
and advertisers, was not a battle 
ground of Mr. Brown’s choosing. 
Nor was it a battleground that Lou 
Maxon, the hustling advertising 
agency head upon whom Brown 
conferred unheard-of powers for a 
public relations man in government, 
would have chosen. 

Both Mr. Brown and Mr. Maxon 
were on the record as being less 
than lukewarm toward grade label- 
ing. The Henderson bloc of OPA 
officials, realizing the awkward 
position in which Maxon and Brown 
would find themselves, chose grade 
labeling as a field to fight in. The 
hue and cry was promptly raised by 
numerous consumer groups, culmi- 
nating in the OPA labor policy 
committee’s resolution demanding 
that Mr. Maxon be removed from 
his post. 


Regulation Again in Foreground 


This week, Mr. Brown startled 
Washington by saying that he 
would reveal “in a few hours” 


whether grade labeling was to be 
ordered or not. He denied to re- 
porters that he had told OPA law- 
yers to strike the grade labeling 
clause from the canning regulation. 

The regulation was again in the 


‘ | P . : 
stead of requiring grade labeling| upon your agency the mistrust of| movement” banner are uniting for| battle over the subject. Grade 
you would give Congress an oppor-|the people, upon whose confidence | practical purposes, and that how-| labels have been available to con- 


tunity to act upon the subject and | 
that if Congress failed to act you 
would then do so. 

“We fail to see how you can have 
it both ways. Either you have the) 
power to act or you do not have. | 
If you do have the power you 
should use it now and without de- 
lay, for delay will only make it 
more difficult to label the early out- 
put of the 1943 pack... 

“Since many canners have been 
grade labeling their products for 
some time, and many retailers have 
carried grade-labeled products, we 
cannot but interpret your action as 
capitulation to the pressure of a few 
individuals who are fearful to have 
the quality of their products made 
known to the consumer. To yield 


to such pressure would be to bring 


its continued existence depends.” 


LITTLE COMMENT ON | 
GRADE LABEL LETTER | 
New York, April 29. — Trade} 


sources refused all comment on the} Y& 


grade labeling letter sent to OPA} 
Administrator Prentiss Brown by 15| 
women’s and consumer organiza- | 
tions, giving the general impression 
that they expected OPA to hold the 
fort without any vocal interference 
from their ranks. 

Unofficially, however, some _ in- 
dustrial sources were inclined to 
view the combined onslaught of the 
15 organizations as an indication 
that many of the diverse and here- 


tofore separate groups which have 
existed under the broad “consumer 


|ever much they may disagree on 
| other facets of the consumer move- 


ment, grade labeling is their dar- 
ling. 

There are some signs here—not 
important—that certain ele- 
ments in the food business are pre- 
paring for what they consider the 
inevitable extension of grade label- 
ing, and visualize a day when grade 


labeling will be a fact, regardless of | 
the wishes of canners and packers. | 


If this is the case, they assert, the 
industry is merely creating distrust 
for itself by vigorously fighting 
grade labels. Opposition may post- 
pone, but cannot prevent adoption 
of grade labeling, these men say, 
and therefore there might be some 
virtue in not waging too bloody a 


sumers in fairly large quantities for 
a number of years, they say, but 
there is no proof that national 
|brands have suffered because of 
| them, or that there has been any 
|extraordinary rise in the popularity 
of those canned goods which are 
labeled under A, B, C designations. 


‘Reynolds & Co. Gets Two 


E. W. Reynolds & Co., Toronto, 
has been appointed to handle the 
|advertising accounts of Canada 
| Motor Products, Ltd., and Canadian 
Scale Company, both of Toronto. 
| The latter has launched a campaign 
|in an extensive list of business 
|papers, and the former will use 
| Canadian aviation and _ industrial 
papers. 


limelight, pushed there by a letter 
from 15 women’s groups, sent to | 
President Roosevelt, Director of | 
Economie Stabilization Byrnes and 
Administrator Brown, protesting | 
against Mr. Brown’s recent state- | 
ment questioning OPA’s power to| 
require grade labeling. 

“When you announced in Feb- 
ruary that grade labels would be 
required on the 1943 pack of fruits | 
and vegetables your action was| 
welcomed by the overwhelming ma- 
jority of the people of the country,” | 
the letter read in part. 

“Canners, manufacturers and pro- 
cessors, retail, consumer, labor and 
civic groups upheld your declara- 
— for they knew that price con- 
iro 
until grade labeling was 
cepted practice. 


an ac-| 


could not be made effective | 


“1 HEARD 
ON STATION W-#H-O!" 


. . They knew that | 


Without quality labels buyers might | 


be lulled into a false security by a 
ixed price for a constantly depreci- 
ating product, which is a dangerous 
Way for inflation to sneak in by the 
Dack door. 


Question of Power “Alarming” 


“It was, therefore, a cause for 


e alarm to learn, a few days 
ag0, that you now doubt the power 
f OPA to require grade labeling— 
4a power which has been exercised 
oy your agency for over a year. You 
ire reported to have said that in- 


gra 


If it’s 


A TEST 


you want... 
TAKE 


| NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 


L @ minimum cost you reach 
urban and suburban popula- 
tion, 


“Independent Survey of Providence Bulletio 


-See' 


ABOUT IT 


Iowa grocers themselves have now 


| 
| 
| 


| store items. 


backed up what we've always told you 


about WHO's ability to sell grocery- 


Surveyed last November by their own 


Retail 
A SSI... 


Grocers 


lowa 


Meat 


said 


Dealers 


“WHO 


and 


grocers 


helps to sell more goods than any 


other state-wide medium.” 


Asked which of four media they pre- 


| ferred, they 
| 


For Radio 
| For Large Newspapers. . .20.5' 
For Farm Papers........ 


For Billboards 


voted as follows: 


Among those who voted 


for Radio, in- 


‘dividual-station preference showed as 


follows: 
Prefer WHO 


Prefer Station B.... 
Prefer Station C 


(No other station rec 


much as 2% 


eived as 


of votes.) 


Study the figures carefully and you'll 


see some interesting side-lights. 


Such 


as that WHO alone received over 5 


times more votes than a 


ny hewspaper 


over seven times more votes than any 


other radio station. 


Complete Survey will be gladly sent 


you on request. Or ask Free & Peters. 


WHO 


jor IOWA PLUS! 


DES MOINES... 


J. O. MALAND, MA 


50,000 WATTS 
B. J. PALMER, PRE 


SIDENT 
NAGER 


FREE & PETERS, INC. .. . National Representatives 
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Newspaper Group 


to Continue Bond 
Drive All Year 


New York, April 28.—War Bond 
Advertising Representatives of New 
York, composed of eight leading 
metropolitan dailies and organized 
for the purpose of increasing the 
sales of series “E” war bonds and 
stamps, reported this week that 
they are approximately at the half- 
way mark in their efforts to start 
an all-year educational-advertising 
bond campaign, approved by the 
Treasury Department. 

Rates quoted for publication in 


“WFDF Flint Michigan? Would Presi- 
dent Roosevelt mind if I opened a can 
of sardines for dinner?” 


BACKS LOAN DRIVE 


Ford Dealers Announce 
THE GREATEST BUY 
IN 73 


FORD DEALERS oF MICHIGAN AND OHIO 


eee ee om Rete 


Ford dealers are currently staging a 

widespread campaign in cooperation 

with the 2nd War Loan drive. This copy, 

signed by dealers of Michigan and Ohio, 

appeared in 57 newspapers of those 
states. 


the eight dailies (AA, March 1) 
sponsoring the drive are such that it 
is virtually a non-profit, cooperative 
effort on the part of the papers and 
not a means of selling advertising 
space. 

The staff of representatives began 
on Feb. 15 their work of approach- | 
ing executives of small and large 
businesses with a view to having 


| them subscribe to a series of weekly 
| advertisements to increase the sale 

of bonds and stamps to the general 
| public and siphon off excess spend- 
|able income. Each insertion would 
| cost the contributor $100. 


Seeks Pledges 

Goal of the War Bond Advertis- 
ing Representatives is to receive 
pledges of $390,000 for a sustained 
educational drive. Up to the pres- 
ent 30 organizations have expressed 
willingness to participate and con- 
tributions of $64,700 have been as- 
sured. Weekly 1,000-line adver- 
tisements for three months will be 
set for publication when $97,500 has 
been pledged. 


Hooper Lists Ratings 


on ‘Soap Operas 

Latest release of Daytime Hoop- 
eratings on daytime sponsored net- 
work shows, principally “soap 
opera” serials, places Romance of 
Helen Trent in the lead-off spot of 
the “top 10,” with Kate Smith 
Speaks in second place, and Big 
Sister third. 

Other programs, in order, are Ma 
Perkins, Life Can Be Beautiful, 
When a Girl Marries, Portia Faces 
Life, Our Gal Sunday, Stella Dallas 
and The Goldbergs. The “top 10” 
includes The Goldbergs for the first 
time in a couple of years. Top 
| ranking weekend daytime shows are 
first, Those We Love, and second, 
Family Hour. 


GRAPHIC MERIT 


Another CONTINENTAL 
OIL poster carries THE 
SEAL OF LITHO- 
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MARCH NEWSPAPER LINAGE AT A GLANCE 


, iT | 
GAIN AND LOSS PERCENTAGES - 52 CITIES | 
MARCH 1943 - 1942 LOSS GAIN | 
CLASS IF ICATIONS -30 +20 -10 0 10 20 30 
Reva 4.5% =~ 4 
Generar 24.6 
AuTOMOT IVE 29.0 
FINANCIAL 13.7 
Toray DisPray 1.6 
Cuassiriep 22.5 
TOTAL ADVERTISING 5.9 
Derartment Stores °3.5 | 


JANUARY I TO MARCH 31, 1943 - 1942 


Reraic “i,t + 
Gene RAL 19.9 
AUTOMOT IVE 12.8 eet | 
Financial 12-6 | 
Toray Disevay 3.1 
CLASSIFIED 20.6 
TOTAL ADVERTISING 6.7 
DerarTMenT STORES 2.4 
=30 -20 -10 0 10 20 30 


Newspaper classifications with the exception of retail, financial and department 
stores showed a gain in March, as shown in this Media Records tabulation for 52 
cities. Only financial and retail show losses in the Jan. | to March 31 period. 


Ad Women Award 
Two Scholarships 


Two students tied for first place 
in the written competition for the 
best advertising campaign con- 
ducted by the Advertising Women 
of New York, and each has been 
awarded $100 scholarships. 

The two winners, members of the 
graduating class of the 14th Annual 
Survey of Advertising Course, are 
Elizabeth Anne Pratt, of Manhat- 
tan, and Edwina A. Wachtel, of 
Ozone Park, L. I. 


Kirsner Joins CBS 

Ethel Kirsner, recently associate 
editor of Movie-Radio Guide, New | 
York, has joined the staff of the) 
CBS press information department. 


Seniad Beck Ad Dieset: 


Evan Barbara Kelston, previously 
associated with Allied Purchasing 
Corporation, New York, has been 
appointed director of advertising 
and publicity of A. S. Beck Shoe 
Company, New York. 


Boylan to Detroit 
Lee Boylan, for the past six years 


‘in the Chicago office of Collier’s, 


has joined the sales staff of the 
publication’s Detroit office. 


Boyce Joins NATA 


Maynard Boyce, Inc., Los An- 
geles, has been elected to member- 
|ship in the National Association of 
| Transportation Advertising, New 
York. 


“LAST YEAR US NORTH DAKOTA FOLKS 
PAID 398.1% MORE INCOME TAX THAN IN 
1941~BIGGEST INCREASE IN THE NATION! 


BETTER ASK WDAY 


WHAT THAT MEANS 


IN BUYING POWER~-AND HOW TO GIT 


YER SHARE!” 


WDAY 


FARGO, N. D. 
i) 5000 WATTS~N.B.C. AND BLUE 
AFFILIATED WITH THE FARGO 


FORUM 


FREE ‘ PETERS, NAT'L REPRESENTATIVES 
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~ OPERATORS’ ANSWER 


The 
TRUTH ABOUT “PORTAL TO PORTAL" 


pa —— 
| 
ad tm puthy WHE thie ation | Mawr & the Me ; 


woh pres cowvequcme 


fhe derent aud al comer 


« 


SOUTMERN COAL PRODUCERS ASSOCIATION 
covmnn conamns, eamumasen, 8. 6 
a —— 


nal Mines ave Well Paid. They are Net Hovagry 


Southern Coal Producers Association took 

space last week in more than 40 dailies 

and weeklies in southern coal producing 

areas and principal markets to state the 
case on “portal to portal.” 


Coal Operators 
Blast Lewis’s 


Wage Demands 


Washington, D. C., April 28.—As 
the nation watched the tightening 
dispute this week between the 
United Mine Workers of John L. 
Lewis and the government, South- 
ern Coal Producers Association de- 
cided to set the record straight on 
the miner’s portal-to-portal de- 
mands. In more than 40 dailies and 
weeklies in southern coal-producing 
areas and principal markets, plus 
newspapers of Washington and 
New York, the association stated 
its case to the public. 

Headlined “The Truth About 
‘Portal to Portal’,” the advertise- 
ment featured a letter from a UMW 
attorney to Col, Philip B. Fleming, 
administrator of the Department of 
Labor wage-hour division. Written 
on June 9, 1940, the letter specifi- 
cally objected to the  portal-to- 
portal method of time computation, 
saying that it was impractical, that 
such a change would result in chaos, 
and that collective bargaining would 
be impossible. This letter has 
never been repudiated until now. 


Transportation Claim “False” 


Lashing directly at the leader of 
the coal miners, the operators 
charged that new support of the 
portal-to-portal principle is merely 
an undercover method of seeking 
a raise to which the miners are not 
entitled under the “hold the line” 
order and the War Labor Board’s 
“Little Steel” formula. 


a ees 


Meeting the demands of the UMW | 
would boost the nation’s coal bill) 
by $250,000,000, the advertisement 
declares, and says that Lewis’ claim 
that miners are not paid for their 
transportation to and from work is 
completely false. Wage rates take 
the travel time factor into consider- 
ation, copy says. 

As evidence that the discontented 
miners are neither hungry nor 
underpaid, the association produced 
these figures: coal miners are now 
earning 50% more for six days 
work than they earned in 1941 for 
five days work; OPA’s spot check 
of a coal mining town, Nanty Glo, 
Pa., showed prices had risen about 
the same amount as in other spots 
in the country; the average miner 
will earn $46.79 per week, or $2,433 


in 1943, compared to $1,893 in 1942; 


in December, 1942, coal mining 
ranked fifth in average hourly 
wages paid, and since then miners’ 
earnings have increased. 

Ketchum, McLeod & Grove, Pitts- 
burgh, is the association’s agency. 


Gilbert E. Mott Joins 
‘The American Weekly’ 


Gilbert E. Mott, formerly promo- 
tion manager of Esquire and man- 
aging editor of Apparel Arts, has 


similar capacity. 

Prior to joining Esquire, Mr. Mott 
was advertising and publicity direc- 
tor of R. H. White Company, Bos- 
ton. For many years before that he 
was associated with L. Bamberger 
& Co., and later with Jordan Marsh 
Company, Boston. 


Television, Theme 
of New DuMont 
Magazine Drive 


Passaic, N. J., April 28.—The 
Allen B. DuMont Laboratories has 
/opened an institutional advertising 
| drive in five class magazines cen- 


|tered around the postwar 


} 


| devices now employed in the war 
effort. 


campaign undertaken by the com- 
pany appeared last weekend em- 


oscilloscope, which, 


avail- | 
| ability of television and the commer- 
joined The American Weekly in a/| ial application of secret electronic | 


| copy, “is the basis of clarity in tele- 
| Vision reception.” 


| To Use Page Ads 


| The 12-month campaign includes 
| full-page insertions once a month in 
|The Atlantic, Harper’s Magazine, 
|New York Times Magazine, Chris- 
|tian Science Monitor (magazine 
| section) and Barron’s National and 
| Financial Weekly. 
Buchanan & Co., 
handles the account. 


New York, 


Moss Opens Own Office 
Stanley Moss, for the past five 


Initial insertion in the first major| years advertising manager of Ad- 


|dressing Machine & Equipment 
Company, New York, has resigned 


phasizing DuMont’s extensive re-/| to open his own office as advertising 
search to develop the electronic 
according to 


and sales promotion counsellor at 
1342 Madison Ave., New York. 


or the 
New England market 


Twenty-one cities and their suburban trading areas com- 


2! home-town stations. 


prise the cream of New England buying power. 
Twenty-one stations — each with the friendly influence 
of a corner grocer or druggist — provide a perfect sales 
pattern for the complete coverage of these markets. 
Here is local, neighborly acceptance plus the carry-over 
interest and audience holding strength of network programs. 


Buy New England as one piece with The Yankee Network's 


THE YANKEE NETWORK, INc. 


Member of the Mutual Broadcasting System 


21 BROOKLINE AVENUE 
BOSTON, MASSACHUSETTS 


EDWARD PETRY & CO., INC. 
Exclusive National Sales Representative 
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Some Farm Radios 
Idle Because of 
Lack of Batteries 


Chicago, April 27.—While radios 
in urban areas are in good condi- 
tion, the same cannot be said of 
battery sets in the hands of farmers, 
Frank McIntosh, assistant director, 
radio and radar division, War Pro- 
duction Board, said at a press con- 
ference here today. Mr. McIntosh 
addressed the war conference of the 


aKa Ke Ke KKK 


7 Your best friend is 
* another businessman. * 
*  Hereads... ~* 
a 

%& cHoose THE 


LEADER IN 
THE BUSINESS 


National Association of Broadcast- 
ers yesterday. 

The WPB has taken steps to make 
batteries available, but it will be 
around Jan. 1, 1944, before the sit- 
uation approaches something akin 
to normal. Batteries contain zinc, 
one of the critical materials. 

While a shortage of radio tubes 
has been reported in some cities, 
Mr. McIntosh believes that this is 
due primarily to maldistribution. He 
also said that the Army and Navy 
have raided stocks of dealers and 
distributors at various times, but 
that the new maintenance and re- 
pair system promises to make fairly 
complete stocks available for civil- 
ians. 


Must Turn in Parts 


Under a new WPB order issued 
this week, civilians will have to turn 
in an old part when a new one is 
purchased. The primary purpose of 
this plan is to assure proper distri- 
bution of the supplies, with special 
reference to the set owner in rural 
areas. Whether tuhes can be sal- 
vaged is not certain, as their nickel 
content is extremely low. 

Mr. McIntosh said that a military 
machine requires as many transmit- 
ters as receivers. As a result, 1942 
production of transmitting type 
tubes was valued at about $350,000,- 
000, compared with $3,000,000 in 
pre-war years. About 2,000,000 


now on. 

While volumes have been written 
about postwar possibilities in radio, 
television and allied sciences, Mr. 
McIntosh believes the advertising 
fraternity will have to exhibit con- 
siderable ingenuity if it is to be 
successful in marketing such im- 
provements. 

The success of the cheapest type 
of radio receiver, he contended, in- 
dicates that the public is less metic- 
ulous than was generally supposed 
about its entertainment. Many mem- 
bers of that public, he believes, have 
no conception of what really fine 
radio reception is. Perhaps the post- 
war days will offer an opportunity 
for better FM or AM receivers. 


Tells of Radar Uses 


Mr. McIntosh outlined some of the 
uses of radio in the war and drop- 
ped a few words about “radar,” 
from which the seal of secrecy was 
removed April 23. The principle of 
radar has been known for many 
years. It is an adaptation of the 
electric eye which enables detection 
of surface craft. The exact range 
can be figured from changes in the 
recording signal and on more than 
one occasion, enemy ships have been 
destroyed before they were seen. It 
is assumed that Germany has some 
form of this principle in use. 

Mr. McIntosh said that electronics 
thus provides eyes, as well as ears 


tubes monthly will be made avail- 
able for the civilian population from | 


and a voice, for this country’s ships. 
While radar is not effective against 


tions 


POPULA 


CAN YOU HELP 


_.. — hasten Victory? 


Shortage in manpower is not quickly over- 
come but increased production can go far to overcome that shortage. * 
More efficient equipment, proper maintenance of it, improved methods 
of using it, better raw materials, and more satisfactory working condi- 
these are some of the things that can offset shortage in man- 
power and that can hasten victory. * And those are some of the 
production subjects that interest the majority of readers of Popular 
Mechanics Magazine. Over half of them—a virtual cross section of 
American industry—say they influence the purchases of equipment and 
materials by the businesses with which they are connected. * Each 
month more manufacturers with products that will aid production are 
telling their stories to key men in many industries through the pages of 
Popular Mechanics. * If you, too, have a message on increasing pro- 
duction you can tell it to over 650,000 interested readers of Popular 
Mechanics at a cost, for one page or twelve, below $1.30 per page per 
thousand. * This is the economical way to help hasten victory now and 


to insure your business after victory. 


CHANICS 


Vlagazine 


200 East Ontario Street, Chicago - New York - Detroit - Columbus 
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ARE BUTTER 


a, 


ADS READ? 


Do You Like Thick, Rich, 


* © Then you can still enjoy this woo 

derful favor in LAND O° LAK8S Butter, 

churned only from sweet (not sour) 

cream—over one full quart of rich, 

heavy whipping cream in every pound! 
the 


sweet or sour cream! And LAND O” 


love. Too LAKES is also « very vital food—rich 
love in Vitamia A, outritions, « health pro- 
4. Innit on Land O' Lakes | 9 moting food. . 

Bere bo rece cream fe 


So, since you must use less butrer 
because of the war, ask for the buter 
that is always bemer, that gives you 
more real fresh, sweet cream butter 
flavoreee 


LAND O'LAKES 
Sweet Cream 


BUTTER 


Lond O Lobes deoters may howe bees of the Ane 
better, but they receive © supply regulorhy Ack hor # 


THE INDIAN GML 
ON THE PACKAGE 


My husbend won’ let me come home without 
Lond ©’ Lokes Sweet Cream Butter.” | 


Study of Newspaper Readership ratings 


Despite a run on butter, only 2% of the men and 4% of the women readers of 
the Thursday, Feb. 4 Trenton Evening Times read the 150-line Land O° Lakes 
creamery copy at the left, which appeared on Page 16, a food page. Continuing 


3%; any copy, men 2%, women 3%; box at left, men_1%/; women 3%; and main 

copy, men 2%, women 2%. But the cartoon on Page 5 of the same issue stopped 

32% of the men and 31% of the women readers. Position was not responsible 

for the larger audience, for the readership of Page 5 was only 17% higher than 

Page 16 among women, and only three times as high among men. Campbell, 
Mithun is the Land O' Lakes agency. 


for the headline were men 2%, women 


submerged vessels, many experts 
believe that some form of electron- 
ics will end the submarine menace. 
The WPB is showing films of 
radar operation in factories working 


jump in production has followed 
each showing. 

Mr. McIntosh suggested that the 
postwar marketing world may be 
affected by the simplification pro- 
gram instituted by the WPB. There 
were formerly 2,700 different types 
of volume control. This number has 
been cut to six. 


Dorrell Joins Hooper 

W. Ward Dorrell, formerly radio 
director and account executive with 
Henri, Hurst & McDonald, Chicago, 
has joined C. E. Hooper, Inc., New 
York, where he will supervise the 
Hooper “Continuing Measurement 
of Radio Listening.” 


on this equipment and an amazing | 


—. 


McKesson & Robbins 


Urges Home Shopping 


McKesson & Robbins, New York 
will supply about 30,000 retail drug- 
gists with posters, streamers and 
counter cards urging consumers \ 
“Trade at Home,” during May. 

The advertising campaign will 
| promote 20 fast moving items of the 
| company, and will be built around 
i\the general theme of trading in 
| neighborhood stores “to save time, 
save gas, save tires and _ save 
|money.” The promotion pieces wil! 
|also carry the line “Buy war bonds 
and stamps.” 


Larkey Names Agency 

Larkey, operating men’s shops in 
Newark, Paterson and Passaic, N. J., 
has appointed Consolidated Adver- 
tising Agency, New York, to direct 
its advertising. Newspapers and 
radio will be used. 


Miss SAN 


SAN DIEGO UNION 
ond TRIBUNE - SUN 


Union-Tribune Publishing Co., San Diego, California 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 
New York « Chicago « Cleveland « Denver « Seattle « Portland « San Francisco » Los Ang®’** 


DIEGO |X 


Voted most 
likely to succeed 


San Diego represents one pop- 
ulation shift which must be 
recognized by marketers. 
Why? Because the Bureau of 
Mensus analysis for the Amer- 
an Management Association 
asses San Diego as one of 
areas with the best pros- 
pects of retaining wartime 
growth! @ That’s why your 
advertising, placed now 
Sethe San Diego Union and 
mepune-Sun, works for both 
meogay and “tomorrow”. 


MOPULATION 
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Tighten Control 
Over Broadcasts 
in Foreign Tongues 


Chicago, April 28—A new plan 
to establish tighter supervision over 
foreign language programs broad- 
cast in 28 different tongues over 128 
domestic radio stations was proposed 
py members of the Foreign Lan- 

age Radio Wartime Control, a 
proadeasting industry committee, at 
a foreign language breakfast session 
today at the NAB war conference. 

Byron Price, director of the Office 
of Censorship, Harold Ryan, assis- 
tant director of censorship in charge 
of radio, and Robert Richards, for- 
eign language radio director under 
Ryan, endorsed the plan of localized 
yoluntary censorship within the for- 
eign language radio industry itself 
which will parallel Price’s news- 
paper setup in which sectional key 
publishers act in a semi-official ca- 
pacity for the Office of Censorship. 

With the approval of Price, Ryan 
and Richards a corps of foreign 
language broadcasters will be ap- 
pointed by Arthur Simon, chairman 
of the Foreign Language Radio 
Wartime Control, and his executive 
committee, to serve as sectional and/ 
or state supervisors of enforcement 
of the foreign language broadcasters 
code of wartime practices. These 
new supervisors will first attempt 
to correct code violations themselves 
in their respective areas, and if re- 
peated violations occur the cases 
will be reported to the national of- 
fices of the Foreign Language Radio 
Wartime Control in Washington 
which will persuade the broadcast- 
ers to correct the abuses before re- 
porting to the Office of Censorship, 
which has the power to remove for- 
eign language radio schedules from 
the air. 

Members voted to continue Simon 
and the other control officers and 
directors in office for the duration 
and for six months after the war. 
The Control, which was formed at 


the NAB convention in Cleveland 
last year, prepared its own code, 
advises stations on the hiring of for- 
eign language broadcasters person- 
nel, and acts as liaison with the 
various government agencies con- 
cerned with language broadcasters. 
Mr. Simon was granted authority to 
appoint new members to the board 
of directors to fill vacancies and re- 
place language station operators 
who are unable to serve. 

Besides Mr. Simon, who is gen- 
eral manager of WPEN, Philadel- 
phia, and chairman of the Control, 
James F. Hopkins, WJBK, Detroit, 
and Joseph Lang, WHOM, New 
York, will continue as vice-chair- 
man and treasurer. Gene Dyer, of 
WSBC and WGES, Chicago, was ap- 
pointed secretary. New directors 
include Howard W. Davis, KMAC, 
San Antonio, and KPAB, Laredo, 


Tex.; S. H. Patterson, KSAN, San 
Francisco, and Marie Clifford, 
WHFC, Cicero, Ill. 

The new sectional supervisors will 
be announced shortly in Washing- 
ton. Mr. Simon pointed out that 
these men will not be government 
officials, but radio industry volun- 
teers with semi-official authority 
from the Office of Censorship. 


Norwich Pharmacal 
Combats Absenteeism 


Norwich Pharmacal Company, 
Norwich, N. Y., maker of Unguen- 
tine, has set up a “War Effort Jack 
Pot,” consisting of a weekly cash 
prize of $100 as an incentive to 
employes to stimulate full attend- 
ance. 

The time clock numbers of eligi- 


ble employes are placed in a con-| : : 
tainer “trem which «number is|Partmership Dissolved 


drawn once each week. If the per-| The partnership of Wright & Mc- 
son whose clock number corre- Kinney, photographic _ illustrator, 
sponds with the drawn number has/ Chicago, has been dissolved and the 
a 100% attendance record for the| company is again operating as Shi- 
preceding week, he wins the prize.| geta-Wright. Offices remain at 351 
If that person is ineligible for the | E. Ohio St. With the exception of 
prize due to absence or tardiness,| Chas. McKinney, former partner, 
the $100 is tacked on to the next| who recently opened his own studjo, 
week’s drawing, this policy to be! personnel remains the same. 


followed until a 100 per center wins 
the jack-pot. 
2 You can sell more by advertising your 
CMA Sets Meeting Date wares in the Classified Section of Popu- 
Louis L. Lang, Kitchener, Ont.,| far Science. It pays! Rate is only 35c 
president of the Canadian Manufac- | § 4 word; 10 words minimum. Send your 
turers’ Association, has announced ad in for the July issue before May 7th, 
that the 72nd annual general meet- Get more business yourself. Ask for 
ing of the association will be held |§e® ©!#*s!fed Folder ee . 
in Toronto, June 8, 9 and 10. PULAR SCIENCE @ 395, Four? Aye. 


Smart Advertisers have found a 


BOMB SIGHT TO HIT BALTIMORE! 


Near misses don’t count in radio. National 
and local advertisers are learning that. In 
Maryland they’ve discovered that WFBR 
covers the vital Baltimore market as effec- 
tively as some of the recently introduced 
Allied “Block Busting’”” Bombs. You hit the 


target you aim at! 


And when you hit the 6th largest city in 
the country, with WFBR’s concentrated force, 
something happens to sales. 


WEBR doesn’t try to cover Virginia, Penn- 
sylvania, New Jersey, Delaware or West Vir- 


NATIONAL 


ceo BBR osc 


REPRESENTATIVE: 


ginia. Our job is Baltimore. We use the 
electrical power that does just that. WFBR 
believes that those scattered states have radio 
stations right in their own backyards with 
their own loyal listeners. 


In Baltimore ... it all adds up to this: In 
Baltimore ... WFBR gives a magnificently 
clear signal DAY and NIGHT. Baltimore 
people enjoy the station. Advertisers save 
money by buying coverage . . . and not just 


power that’s costlier and too often wasteful. 


JOHN BLAIR & C 
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B&B Employes Take 
Secretarial Courses 


Not to be outdone by the success- 
ful employe-training programs of 
many large industrial plants, Ben- 
ton & Bowles, New York, has made 
available to its women employes not 
in secretarial positions the oppor- 
tunity to take a complete secre- 
tarial course at the Delehanty Insti- 
tute, wholly at the agency’s expense. 

Acceptance of the offer was 
unanimous, and the young women 
will spend two evenings a week for 
the next six or eight months learn- 
ing typing and shorthand. At the 
end of the course, it is expected that 
they will be ready to assume higher 
salaried positions within the agency. 


zxkKaekK kK 


+ 
7 
x Read by more business- 
* men than any 2 other 
* business magazines . . . 
- 


* 
* 
* 
* 
* 
* 
* 


Famous Recipes 
Spice New Copy 


for Goebel Beer 
C. Schmidt & Sons, 


Heileman Launch 
New Campaigns 


mous restaurants and their food 
specialties furnish the theme for a 
new magazine and newspaper cam- 
paign launched by the Goebel 
Brewing Company. 

The program was outlined at a 
sales and advertising conference 
recently by Goebel’s agency, Brooke, 
Smith, French & Dorrance, Inc., of 
Detroit and New York, and first 
advertisements are appearing in 
newspapers of key cities. In addi- 
tion to its publication and outdoor 
poster schedules, Goebel will also 
sponsor Detroit Tiger baseball 
games on the air in 1943, with Sta- 
tion WXYZ, Detroit, and the Michi- 
gan Radio Network carrying the 
broadcasts on an exclusive basis: 

Goebel’s new space program cap- 
italizes on the natural association 


of good food and good beer. Each 


Detroit, April 27.—Nationally ta-| 


hings we have! 
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| We carn our pleasures in the American Way of Life! 
j hehe Ne penenman whe tor tary hes eee Gebererung omy mati mnte. 
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FEATURE HOMELY INCIDENTS, RECIPES AND OLD TIMERS 
Manhatenn Nights 


made memorable hy Chris Cellas Bouillabaisse 
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These are samples af apy curently being used in dailies by G. Heileman Brewing Co., LaCrosse, Wis., Goebel Brewing Co. 
Detroit, and C. Schmidt & Sons, Inc., Philadelphia. 
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Schmidts *** 


advertisement pictures a_ typical 
scene in some city noted for fine 
eating places, such as New York, 
New Orleans and Richmond. Each 
ad also features a famous restaurant 
in that city, headlines one of its 
most popular dishes, and gives the 
complete recipe for the dish. In 
all cases, recipes are from the chef 
or owner, and most of them contain 
seafoods or other ingredients that 


out his destiny. 


NORFOLK ° 


@ The JOURNAL AND GUIDE... 


. . is no florid class journal, capitalizing 
the grievances of a handicapped popula- 
tion group, and waxing fat on the commer- 
cial fruits of professional discontent. This 
is a seriously edited newspaper . . 
regularly lays before its readers the anal- 
ysis and comment of the best contemporary 
minds of the race, much of it as critical of 
Negro shortcomings as it is of the failings, 
injustices and arrogance of the white world 
in which the American Negro must work 
This is . . 
asset that transcends the boundaries of the 
racial group which is its primary concerns.’ 


—Norfolk-Virginian-Pilot 


For Nearly Half a Century the Nation’s Fourth Largest 
Negro Newspaper Has Championed a Minority’s 
Cause with the Endorsement of its Neighbors 


an organ, 4 mo 


. which 


life gives eloqu 
ment of one of 
. @ communal 
highest obligati 


the press.” 


PORTSMOUTH ° 


More Than 50,000 Net Paid Circulation in the Heart of America’s No. 1 Defense Area 
MEMBER OF AUDIT BUREAU OF CIRCULATIONS 


National Advertising Representative : 


—e 


@ “Having read it (the Journal and Guide) 
every week for a good many years, this 
newspaper is quick to express its respect 
for its poise and sound judgment .. . As 


and a spokesman for that race, it is and 
always has been guided by fine intelligence 
and strong intellect." 


—Norfolk Ledger-Dispatch 


@ ‘As a medium of leadership, informa- 
tion, education and influence among Ne- 
groes its record over the forty years of its 


Democracy it undoubtedly is fulfilling the 
of the guarantee of freedom of speech and 


—Newport News Daily Press 


Journal andi Guide 


Interstate United Newspapers, Inc.. New York 


uthpiece of a minority race 


ent witness. As an instru- 
the keystones of American 


on of integrity as a trustee 
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are not difficult to obtain under 
ration restrictions. 

Released at a time when food is 
one of America’s major problems, 
the campaign is designed to be in- 
formative and helpful, and at the 
same time to build Goebel’s reputa- 
tion as a national beer. American 
Magazine, Collier’s and Esquire and 
newspapers in important marketing 
centers, will carry the series. 


‘REMAINS THE SAME’ 


Philadelphia, April 27.—People 
generally like new models and 
styles but not “new model’ beer 
and ale, C. Schmidt & Sons, Inc., 
believes, and it accordingly is em- 
phasizing the old-fashioned flavor 
of Schmidt’s beer and ale with the 
new theme, “Times change but 
Schmidt’s remains the same.” 

Newspapers are being used 
throughout the Schmidt marketing 
area for a series of advertisements 
reminiscent of old-time events, with 
illustrations which resemble Cur- 
rier & Ives prints, and typography 
which is typical of mid-Victorian 
days. Among illustrations used in 
the series are the battle between 
the Monitor and Merrimac, the 
building of Brooklyn Bridge, a 
buffalo hunt, invention of the tele- 
phone, etc.—all events still to come 
when Schmidt’s first was brewed in 
1860. 

Space is reserved in each piece 
of copy for a plea to all to buy 
more war bonds and stamps. 

Al Paul Lefton Company handles 
the account. 


PATRIOTIC APPEAL 


LaCrosse, Wis., April 27.—Homely 
incidents from the present-day 
American scene provide the illus- 
trations and text for the 1943 news- 
paper advertising of Old Style lager 
beer, brewed by G. Heileman Brew- 
ing Company. The series is built 
around the theme, “Let’s keep the 
things we have,” and a secondary 
line, “We earn our pleasures in the 
American way of life.” 

Competitive product claims are 
absent, but Old Style is presented 
as a wholesome, refreshing bever- 
age, the product of 96 years’ expe- 
rience in brewing. Typical illustra- 
tions include a group of horseshoe 
pitchers pausing to argue about the 
state of the nation, and neighbors 
gathered together in a Victory gar- 
den. 

L. W. Ramsey Company, Chicago, 
is the agency. 


GENESEE INTRODUCES 
ANNIVERSARY LAGER 


Rochester, N. Y., April 28.—With 
a total of 314 outdoor posters dis- 
played within the county—and the 
equivalent to six 100% showings 
within the city of Rochester itself— 
Genesee Brewing Company marked 
its 10th anniversary this month by 
introducing a special Genesee anni- 
versary lager. 

Two poster designs were adopted, 
in some cases both of which ap- 
peared on adjoining boards, since 
the special campaign utilized all 
available space on the plants of the 
Rochester Poster Advertising Com- 
pany. Both varieties carried a 
Genesee offer to send a free carton 
of cigarets to every Monroe county 
man and woman with the armed 
forces. The copy pointed out that 
any Genesee dealer could supply 
full details of the offer, without 
obligation of any kind. 

An appeal to “Buy more war 
bonds and stamps today” also was 
tied in with the government’s spe- 
cial war bond drive during April. 
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Named Promotion Head 


Evelyn Kaye, formerly promotion 
director of Pettingell & Fenton, New 
York, has joined Infants’ & Chil- 
dren’s Wear Review in a like ca. 
pacity. 


‘Skyways’ to New Site 

Skyways has moved to larger 
quarters at 444 Madison Ave., New 
York. 


7 One man we. talked 
ee with the other day had 
the mistaken idea that 


STEEL magazine went only to 
steel plants. * * * An easy mis 
take to make when you com 
sider the importance with which 
steel men regard this magazine, 
and the fact that it reaches 
practically 100% of the steel 
plants. * * * But that’s not the 
whole story by a jugful. STEEL 
reaches the plants that account 
for over 90% of the business of 
the entire metalworking indu* 
try. They are the very plants 
you would select as your mo# 
worthwhile prospects—7,035 of 
them employ over 50. For « lot 
more information on STE! L* 
effective coverage of both mtal- 
working and metalproducing. 
ask to see the new Market 
Study that gives you up-to-date 
facts and figures. 


A PENTON 
Publication 


_ The Magazine of S| 
Metalworking & Metalprodu 
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Beverage Industry 
Studies Means of 
Paper Saving 


Washington, D. C., April 28.— 
Possibilities of saving paper in the 
peverage field were discussed here 


Advertising Will 
Have Informative 
Role, Says Hirose 


New York, April 28.— More in- 
formative advertising and selling 
will play an important role when 


this week by representatives from) peace comes, because of the mer- 
the Non-Alcoholic Beverage Indus- | chandising experience consumers 
try Advisory Committee and the! have gained during the war, Arthur 
Distilled Spirits Industry Advisory | Hirose, director of promotion and 
Committee, with War Production| market research for McCall’s and 
Board officials. : | Redbook, told Associated Printing 
E. W. Palmer, deputy director of |Salesmen here this week. 
the printing and publishing division) Physical, mental and _ social 
of WPB, urged that the use of paper | changes wrought by the emergency 
containing virgin wood pulp be/will definitely influence people's 
eliminated in displays and other) wants in the postwar period, he 


point-of-sale advertising. _ 'said. Women who have really 
The members representing the 


come into their own during the war| the war has broken down the bar- 
will inaugurate entirely new shop-|riers previously existing between 
ping methods. After acquiring aj the different classes. Special interest 
knowledge of machinery in defense| groups will disintegrate and Amer- 
plants, they will no longer stand by| ica will become a more _ unified 
idly while their husbands purchase | nation. 

automobiles or refrigerators, as-| Individuals will place more im- 
serted Mr. Hirose. portance on the family and family 


life, which will lead to vigorous de- 
Class Barriers Broken /mand for homes and home products. 


Blaker Agency Moves 


Blaker Advertising Agency, New 
York, has taken new quarters at 501 
Madison Ave. The telephone is 
Eldorado 5-7563. 


| 
-WDBO Appoints Blair 
John Blair & Co. has been ap- 


When the war is over, the greatly Women will release their’ pent-up | pointed by Station WDBO, Orlando, 
expanded middle class will be the | Gesires for refrigerators, washing; ” ; 
big market, paying higher prices | machines, vacuum cleaners, and all | 
than in prewar days, he predicted.| the other household equipment, Mr. 
Factories that have been paying! Hirose contended. 
their workers a dollar an hour will ——_———— 
not want to slash wages to 50 cents ° 
an hour, even if the labor unions Shuron to Erwin, Wasey 
permit it. Shuron Optical Company, Geneva, 
Under the heading of mental,| N. Y., has appointed Erwin, Wasey 
social and spiritual changes in| & Co., New York, to handle its ad- 
people, Mr. Hirose pointed out that! vertising, effective July 1. 


PARENTS’ MAGAZINE FAMILIES 


thal 


MORE anon sooxs per-tamiy in 
MORE THAN 2/3 MILLION 
HOMES WITH CHILOREN 


distilled spirits committee agreed 

that paper for labels could be re- : 

0, duced to 60 pounds per ream, in- 
stead of the paper now used which 
— is coated, super-calendered and} 
English finish. 
The elimination of the handy car- 
ton which customers have used to! 
lew carry beverages home from _ the| 
hil. store loomed as the soft drink in-| 
Ca- dustry named a three-man _ task 
committee to study the possibility 

of eliminating the cartons in order 

to save paperboard. Paperboard has 

become a scarce commodity, chiefly 


‘Ber because Of the demands of the| 
vew armed forces and lend-lease. 

The three task committee mem- | 
— bers named to study the carton 


problem are W. J. Williams, secre- | 
tary of Canada Dry Ginger Ale, | 
Inc., New York; Talbot O. Freeman, | 
vice-president, Pepsi-Cola Company, 
Long Island City, N. Y.; and Ben- 
jamin H. Oehlert Jr., assistant to 
J the president, Coca-Cola Company, 
Atlanta, Ga. 


as 


Offers Free Book 


} 

| 
<5 Mm 
a Spring copy for the Canada Ce-| ] mii 
a ment Company, Montreal, takes a| la—/))'\ 


new angle with coupon advertise- | 
ments offering a free book titled 
“Concrete Improvement Around the | 
Home.” The advertising, placed by | 
Cockfield, Brown & Co., is currently | 
appearing in Canadian newspapers. | 


Zizaatiibe 


— 
— “ij 


OUTLET 


ge H. Roeder, Gen. Manager 
; — - 
SPOT SALES, INC. 
York - Chicago - San Prancises 
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FEEDING TODAY'S ARMIES 
TAKES ALL-OUT EFFORT 
ALONG THE ENTIRE FRONT i, 
FROM FARM FIELDS TO 
FIGHTERS. STRATEGICALLY 
LOCATED TO REACH OVER 
A HALF MILLION FARMS* 
ON AMERICA'S FOOD 
PRODUCTION-FRONT .. . . 
COWLES STATIONS ARE rg 
DOING THEIR UTMOST 
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'and the nation. It is a part of the 
/organization’s operating philosophy 
that what is good for the country is 
good for General Motors, and what 
is not good for the country is not 
good for General Motors. 

“General Motors regards it as 
part of its obligation to stockhold- 
: ers, to its own organization and to 
a | the public not only to record the 
| story of the diversified job it is 


NEW REPORT 


AREPORT 10 THE NATION 


on General Motors Prod E imple 


a 


SS | doing and to explain the problems | 
|involved, but to demonstrate the | 


means by which implements of war 
are being produced in the quality 


* 
a 


“If the public relations function 
of American industry can help to 
bring about this broad understand- 
ing, it will have greatly expanded 
industry’s wartime usefulness. In 
addition, it will have laid a founda- 
tion for the constructive contribu- 
tion that industry can make toward 
the building of a virile economy in 
the reconstruction period following 
victory on the battle fronts.” 


Victory “Means to End” 


An interesting postscript to the 
statement quoted in the paragraph 


“But the winning of the war does 
not necessarily mean victory. Win- 
ning the war is not the end objec- 
tive. It is merely a means to the 
end. Victory embraces a solution 
to the great problems of postwar 
organization and_ reconstruction. 
What is to be the position of 
American industry in the future 


scheme of things? Will it be encour- | 


aged as a matter of public policy? 
Will it be recognized that only 
through the creators of enterprise 
and production will it be possible to 
provide more things for more peo- 


the record of American industry j, 
the war may bring about a wide, 
recognition of all that industry ¢,, 
offer in promoting the pursuits 9; 
peace desired by all. Perhaps |; 
will help to bring a better under. 
standing of the contributions of th, 
economy that must inevitably com. 
through the creation rather than the 
restriction of individual initiative: 


Reflects Current Interest 


This report of General Motor. 
the thirty-fourth issued since the 
company was formed, reflects tho 


and quantity required. Continued! preceding is given in a discussion ple in more places? | current interest in making annua! 
interpretation by industry of its! of “General Motors—Today and To- “All too frequently over the|reports more interesting and read. 
| obligations and how they are being| morrow,” which is the final section| years, artificial restrictions and) able, without in any way reducing 
met provides the best answer to | of the report. After pointing out) politically inspired attacks have | the volume of solid informatio; 
those who seek information on the| that the facilities of General Motors| operated to retard business expan-| which it contains. There are 14 
efficiency and effectiveness of the|and its 300,000 employes are now|sion. There has resulted in certain| full-page illustrations of Genera! 


| system under which 
‘| enterprise operates. 


American | concentrated on winning the vic- 
‘tory, the company says: 


quarters a loss of confidence in the| Motors war products, besides te; 
future of enterprise itself. Perhaps two-color charts showing the trend 


— 


“Victory is Our Business 


In a new “report to the nation,” appear- 

ing in newspapers, General Motors Corp. | 

depicts, with a group of illustrations, its | 

progress in production and performance, 

its accomplishments in service coopera- | 

tion, reduced costs and other facets of 
its business. 


G. M. Report Shows 


Need fo Interpret 
Industry Effort 


New York, April 28.—A vigorous | 
presentation of the necessity, from | 
the standpoint of business, of ex-. 
plaining the part which it is playing | 
in the war effort is contained in the | 
annual report of General Motors | 
Corporation for 1942, which has| 
been distributed to stockholders. | 
This comment is already being) 
widely quoted as effective support 
for public relations advertising such | 
as that which has been published | 
by General Motors and other lead- 
ing manufacturers. 

“The outlines of an all-out war 
are steadily becoming clearer,” says 
the corporation in a section of the, 
report devoted to public relations, | 
“and there is a developing under- | 
standing of the principle under 
which industry operates to make 
possible the production of war ma- 
terials needed to back up the men 
at the battle fronts. 

“The public is entitled to know 
how each of the various groups par- | 
ticipating in the war effort is dis- 
charging its responsibilities. Fail-| 
ure on the part of any group to 
keep the public informed is likely | 
to result in misconceptions with re- 
: gard to the nature of the contribu- 
tion and lead to a loss in public 
confidence. 


HAVE YOU CHECKED THIS HELPFUL MATERIAL 
AGAINST YOUR CURRENT ADVERTISING PROBLEMS? 


- This Review of A.B.P. Services Will ? 
Help You Re-evaluate Useful Data That's 
jm Your Files, or Available from Ours 


ee; ar e 


THREE LEAFLETS 
“A GUIDE TO EFFECTIVE 
WAR-TIME ADVERTISING” 


195 pages of ads, analyses, and 
testimony, demonstrating how 
effective peace-time advertising 
principles are being — to 
war-time advertising problems . . . 
the importance, today, of making 
business paper advertising more useful, informative, 
and specific than ever. 


.. . AND THREE SUPPLEMENTS TO THE “GUIDE”: 


A company head explains why his organization runs four 
war-time advertising campaigns where one sufficed before 
the war. (Interview with Charles Stilwell, President of 
Warner & Swasey Company.) 

The report of a field study among retailers in many lines, 
exploring their war-time problems and the kind of infor- 
mation which they state will help them today. (The clue 
to consumer-goods advertising that will earn the good- 
will of retailers and distributors during these trying 
times.) 

A collection of war-useful advertising that demonstrates 
the increased fruitfulness of copy based on current field 
work. (Including the statements of advertising managers, 
describing the kind of field work done and how it helped 
improve the effectiveness of the copy.) 


©? 
Ln ores 


1 “How to Advertise Profitably Today” 
2 “Useful Advertising Needs No Defenders” 


3 “Advertising That Works Today Builds 
Future Business, Too” 


The first explains how some advertisers are capitalizing on 
the same opportunity to transmit wseful information that 
editors enjoy today; the second describes the kind of adver- 
tising that is useful to so many people that it establishes its 
own worth; the third shows how one ‘‘oversold’’ producer is 
insuring post-war business by using his advertising to lick 
today’s problems first. 


“INTENSIVE ADVERTISING” By John E. Kennedy 
Yes, this was reprinted by A.B.P. two years ago. But it was 
almost forty years old then! Today there is a practical war- 
time application of the same fundamental principles which 
Mr. Kennedy described so interestingly and forcefully in th:s 
helpful booklet. We have but a handful left. They are 

- available to those who ask first. How 
ever, close to 10,000 advertising men 
have sent for copies over the past 
two years. This reminder is intended 
chiefly for them. 

Have you gotten a lift, lately, from 
the vigorous thinking of this “adver- 
tising immortal’’ who did so much to 
replace “‘guff’’ in advertising with 
“printed salesmanship” ? 


Obligation to Interpret Industry 


“The technological competence of 
General Motors, its ability in engi- 
neering and scientific research and 
its production know-how are the 
basic elements of its performance. 
In peace and war it seeks to make 
those attributes an underlying and 
permanent part of the community | 


eeoee eee 


ONE ADVERTISING MANAGER’S OWN “WAR ALBUM” 
“We No Longer Need to Advertise... If—” 


It is the best example we've seen so far of a simple way to 
show company heads, specifically, and by example, why they 


| should authorize advertising expenditures today. This replica “HOW | HAMSTRUNG MY 

eo sof a simple presentation prepared by ADVERTISING AGENCY” 
oat ae Richard Hayes, Advertising Manager This confession of an advertisirtg man- 
eo WE of the Okonite Company, is a most ager who found out how to get,a real 
COLLINS ; NO LONGER practical pattern for the advertising money's worth from his agency's copy- 
eo NEED TO man who's faced with the problem writing skill is mighty good medicine 
M | LLER g e ADVERTISE of demonstrating why his company today when manpower shortages in 
| 8A ove — rey on oweprges a time agencies and advertising departments 

=S8 when it has “nothing to sell.” 


accent the need for better understand. 
ing and cooperation. 


HUTCHINGS 
INC. 


SPECIAL REPORT TO CONSUMER-GOODS MANUFAC- 
TURERS. “How You Can Help Your Retailers Solve Their 
War-Time Problems!” 

Some consumer-goods manufacturers have found ways to con- 
vert their merchandising paper advertising to war-usefulness 
just as effectively as they have converted 
their plants to war production. This booklet 
lists war-time problems that retailers told 
us about; shows, by example, how con- 
sumer-goods manufacturers are publishing 
the kind of helpful information that will 
unquestionably give them a competitive 
advantage after the war. Also reports 
Treasury Department attitude toward war- 
time advertising tax deductions. 


“MR. PRESIDENT: 
MEET YOUR ADVERTISING MANAGER” 


This startling booklet, in the nature of 
a private consultation on the sort of a 
man the advertising manager is; what 
he is really worth; and how to get the 
most out of him, is addressed to top 
management. At a time when manage- 
ment is prone to misunderstand the 
war-time uses of advertising, a better 
understanding of the potential of his 
advertising manager and advertising 
department would certainly be all to 
the good. 


Lad 


Photo-engravers in Chicago 


207 North Michigan Ave. 
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ce ———— se a a 
ry in of production, employment and “planning” committee. _ the committee will place stress on 
Wider dividends in the history of the cor- ‘ All Westinghouse distributors and | activities that can be carried on 
Y can ration. Incidentally, there were Postwar Planning retailers are represented on the | now, and thus build good will for 
its of 413,349 stockholders at the end of — hn the a the future. 2 = 
ips it D) rgest number in the his- usin ustry parin members who serve wi ree fac- , 
nder- 196s, the company. now © ee at ee — sd tory executives in charting wartime| Because of the tremendous part 
of the tor! matea by RALPH O. McGRAW plans and discussing postwar activi- the construction industry will play 
come Use Short Illustrations y . me ties. Distributor members have the |in the postwar world, “Contractors 
in the , : f f th i P _— , responsibility of contacting other|and Engineers Monthly, with its 
itive.” Another interesting feature of the | Westinghouse Sets Up |said such activities as appliance distributors to get their views. April issue, has started a series of 
report is the use of short illustrated Planning Committee service, nutrition, conservation of | These views will be studied at| articles on postwar planning which 
items describing important improve- The electri amen division of materials, and consumer education periodic meetings of the committee will outline the needs, possibilities 
lotors ments in production which have w " ee —— Rarer rm Mg CC in the care and use of electric appli-| and plans will be devised to solve | and the opportunities for the indus- 
e the been applied to specific war jobs.| YS oa ~ael a 0. 4 a om-~' ances will be recommended to the| problems and put into effect pro-| try in rebuilding the world after the 
S the A typical example: may © em , S88 & a" 4 | Westinghouse distributors and deal-| grams and activities recommended | war. 
nnua “Of the 565 parts in the Oerlikon|nine-man planning committee for} ers. by dealers and retailers, Mr. New-| yds 
read- automatic anti-aircraft cannon, as the discussion of postwar plans and| Another major objective of the | comb explained. _ The ceramic industry faces a 
lucing manufactured by Pontiac, 409 have| the development of wartime activi-| committee is the discussion of broad| Slogan of the planning committee Postwar era beginning immediately 
natio: been redesigned or reprocessed. | ties for distributors and retailers. postwar plans to be developed in | is “Do It Now—For Later.” Real-| after termination of hostilities of 
re 14 Results: | In announcing the formation and| detail later. Mr. Newcomb empha-| izing that the appliance industry is) ™uch greater prosperity than in any 
enera| “Production man hours reduced| aims of the committee, T. J. New-| sized that in connection with the| in a position to help the public with| Previous period of its history, ac- 
S ten 50%; simpler, more efficient opera-| comb, sales manager of the division| postwar era the nine-man group | such wartime problems as nutrition | ya to Ceramic Industry for 
trend tion.” ‘and chairman of the planning group,| was more of a “discussion” than a‘ and keeping appliances in operation, ril, which carries an extensive 
a aaa analysis of the industry with refer- 


A.B.P.’S SPEAKERS BUREAU 


Headquarters staff, and mem- 
ber publishers who have vol- 
unteered their services to the 
Speakers Bureau, stand ready 
to address advertising groups, 
executive groups, or individ- 
ual company meetings. Talks 
based on actual case histories illustrate the fundamental 
principles that make business paper advertising pay, and 
demonstrate practical ways to explain war-time advertising 
to company heads. 

Due to transportation difficulties and reasonable budgetary 
limitations, this service must generally be restricted to readily 
accessible localities. However, if you have any such need, 
drop us a note and we'll see if we can’t work something out. 


A.B.P. MEMBERS WANT TO HELP, INDIVIDUALLY, TOO 


Each separate business paper, belonging to A.B.P., backs 
this effort to help advertisers get more for their money in 
two ways: (1) Through financial and personal support of 
the Association activity; (2) By helping each advertiser in 
; his own field apply these sound advertising principles spe- 
cifically to copy addressed to the specific business audiences 


on concerned. In their Standard Rate & Data listing they are 
at identified by this symbol 
i Call on them—they want to help. Many of them have 
its prepared special material reporting the kind of information 
is their particular readers say they hope for when they turn to 
ck the siventislas pages. 
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DOING THIS? 
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THIS A.B.P. MATERIAL IS HELPING THOUSANDS 
OF._ADVERTISING MEN DO THESE J THINGS: 


Explain war-time advertising to company heads. 
Show how war-time advertising conserves manpower. 
Establish the importance of. good advertising mem today. 


Show how others are using advertising to help solve 
a wide variety of war-time customer-relations problems. 


Demonstrate the need for current field work, upon which 
war-time advertising must be based fo be most fruitful, 


-Explain who reads business papers, and why; and 
what those fundamentals mean to busineSs paper 
advertisers.’ 


Improve management's understanding of the true 


potential worth of good advertising managers and good 
agency service. . 


« : % a «ease 8 aka Foam pg OE a a 
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THIS MATERIAL WILL DO NO GOOD COLLECTING DUST! 
20,000 advertising men have sent for 31,000 copies of 
A.B.P. material. But a recent field study indicates that 
many have forgotten they own this valuable data! That's 
quite understandable, today. However, since thousands of 
ad men are getting a tremendous amount of help from this 
material right now, wouldn't it seem worth a few minutes 
time to dig out your copies and review them? Use the coupon 
for those which you can’t find, or never received. All are free. 
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It is a matter of record that successful 
advertising usually means more 
advertising. Then, too, helping adver- 
tisers increase the informative use- 
fulness of their copy is a service to a 
our readers. 


"THE ASSOCIATED BUSINESS PAPERS 


- 3 % a a * s Fe aoe 
Note New Address 


i alliemae 
THE ASSOCIATED BUSINESS PAPERS 
Dept. 10 205 East 42nd Street, New York, N. Y. 
Piease send me, without obligation, my FREE copies of the A.B.P. Advertising Aids checked below 
0 "A Guide to Effective 

~ War-time Advertising” 
| Three Leaflets 


) “How You Can Help Your Retailers [) 
* Solve Their War-time Problems!" 


“Mr. President: Meet Your Advertising Manager” 


r~) “One Advertising Manager's 
—~ Own "War Album’ ” 


| 


“Intensive Advertising’ 


“How | Hamstrung My 
* Advertising Agency” 


Nome 
Position __ 
Compony_ 


Street__ City & State 
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ence to war activities and future 
possibilities. 

The publication, however, warns 
that the industry must be ready if 
it is to capitalize its opportunities 
after the war, and suggests the 
following steps: 

1. Have technical and research 
problems in hand so as to be ready 
to place a superior product on the 
/market immediately upon peace. 
| 2. Attend all industry meetings 
|and cooperate with fellow members 
to improve technical and scientific 
knowledge so as to be able to meet 
competition of other materials such 
as plastics, light alloys, and others. 

3. Lay plans now for material 
and equipment improvements so 
that plant changes can be made 
immediately and be ready to handle 
a reasonable share of the market. 

4. Sales and promotional activi- 
ties should be maintained and 
stepped up so that competition is 
not permitted to make inroads on 
the company’s markets. 

* * &® 
| Because of the postwar demand 
|for refrigeration, every man in the 
|}armed services who was employed 
| by the industry will be able to re- 
turn to his job after he has been 
|}mustered out, says John Wyllie, 
| president, Refrigeration Equipment 
| Association. 


we me we 


Station WOR has set up a post- 
| war planning committee which is 
| studying means of bringing greater 
listening pleasure and _ increasing 
| operation efficiency after the war. 
| The functions of the committee are 
exploratory at the present. A study 
is being made of availability of tele- 
vision facilities, types of prograrns 
| to replace war news broadcasts, and 
probable changes in advertising cli 
| plans and practices. : 

a a % 

Peoples Gas Light & Coke Com- 
| pany, Chicago, has made a survey 
of apartment buildings in the Windy 
City and uncovered a postwar mar- 
ket of 70,000 qualified prospects for 
Servel gas refrigerators, reveals 
Raymond G. Rees, manager of the 
company’s apartment house di- 
vision, writing in “Servel News.” 

The survey was made among 3,000 
buildings. 
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Returns to Maytag 


| Louis L. Nielsen has returned to 
his former position as advertising 
manager of Maytag Company, New- 
ton, Ia. He recently received an hon- 
orable discharge from the Army. 


=the “economical” 


name for a quality 
thin paper, now 
serving Uncle Sam 


and war industries. 
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Caples Named Agency Blue Network Adds Two 
Capri Frocks, New York, has Dick Garner and Tom Clark Jr. 
appointed The Caples Company, have joined the sales department of 
New York, to handle its advertis- | the Blue Network, Merritt R. Shoen- 
ing. Full pages will be used in feld, manager of the central di- 


leading fashion magazines. vision has announced. Mr. Garner, 

—— for the past three years sales repre- 

rwilli sentative in the Chicago office of 

‘ Te ger to Hunter a Station WLW, succeeds Ray V. 
| Warren A. Terwilliger has joined 


the eastern sales staff of Hunter 


casu Kansas City, and Mr. Clark, for- 
Publications, New York. 


NBC sales department. 
* + 


ee. 


* The original interpreter * ‘Times’ Conserves Paper 
* of Washington moves * In a move to conserve paper the 
* 


|margins without decreasing the 
and measures... | width of the printed page. The 
| width of the paper page has been 
| narrowed by using a narrower roll 
|of newsprint and the margin at top 
,}and bottom has been lessened by 
}adding two lines to the columns, 
| thus increasing the depth to an even 
| 300 lines without affecting the col- 
‘umn width. 
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destiny of this whole nation - oma 
George, they're spending pi nail 
DOLLARS A WEEK just to insure o¢ ind 
TWO BILLION dollars a week for guns, 9 


and groceries! 
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Hamilton who has joined TWA,) 
merly with Thomas F. Clark Com- | 


pany, publishers representative, re- | 
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direction” of any 


casual like. 
— 
' 


April 22. Boring into 


my own) with which this 
The late J. O. McKinsey 


and that even the great 


tached observer. 


This diary embraces the observations and reflections of one of America’s 
most prominent and widely known advertising men. It is presented in 


not answer letters, except as he may find it appropriate to do so through 


April 19. “Where is your kid now?” said April 23. It seems to me that radio 


an old advertising friend when met him script writers—many of whom have had 
on the street today. “Flying an Army no printed advertising experience—do not 
transport from Brazil to Africa and India,” always sufficiently value the opening sen- 
I said. “Tell him to look up my youngster tence in the commercial. The temptation 
at the airport in Sud Arabia, when he hops to turn the dial, or close the mind, on a 
across the Red Sea,” he replied. Just commercial is the same as the tendency to 


April 20. Finished reading the life of 
George Washington Carver, the great 
Negro scientist. Damyankees in particular 
ought to read it if they would understand 
what the Negro race is up against, and 


money?” 

what the South suffers from. But what 

' most impressed me in this book was its in- e 
direct and unspoken tribute to the role of , : 
the business man. For more than a quar- April 24. Took the farm truck into town 
ter century Carver made magnificent con- today for a spring overhauling, and to get 
tributions to industrial and agricultural a load of bran and chops for our milk 
chemistry; but very little appears to have cows. I have an uneasy feeling that if I 
been done with them, for lack of an ex- Ver figured out the true cost of producing 
ploiting mind to put them to use. our milk I would find it cheaper to drink 

champagne. But my churn demands no 


e ration points; and if a man has his own 

clabber pans and cottage cheese sack in the 

April 21. Lunched with a publisher of milk house he can view many food short- 
subscription books who was full of sighs ages with equanimity. 


over the irony of events. 


_ 
years of such publishing had he seen such 
an appetite for his sets as now exists. It April 25. (ON THE NATURE OF AD- 
would be easy, he said, to become a mil- VERTISING KNOWLEDGE) If an ad- 


lionaire almost overnight, if there were 
only enough paper available to turn out 
all the sets he could sell. 


records of a new client’s operations, I could 
see that I finally embarrassed him by the 
number of questions to which he should 
have known the answers but didn’t. I 
have never seen the business (including 


told me that his whole success as a busi- 
ness analyst was built on such questions, 


poration couldn’t answer them. We can all 
profit by this kind of scrutiny from a de- 


—- a 


ary ofan Ad Man 


weekly, exactly as written, without benefit of “editorial 
kind. The author is glad to receive comment, but can- 


the column. 


flip a magazine page. So that first sentence 
in the commercial has the same job to do 
as the headline in print: namely, to in- 
trigue the interest. There used to be a 
local station program for a loan office in 
Chicago which had the trick. As the music 
faded, over the air came the voice of the 
announcer saying: “Do any of you need 


Never in forty 


vertisement is to have any emotional tug 
it must, like any other work of art, sum 
up and highlight a certain area of human 
experience. The relation of this to scien- 
tific knowledge is well stated by Karl 
Pearson in “The Grammar of Science.”’ In 
this he says: “When we see a great work 
of the creative imagination, a striking pic- 
ture or a powerful drama, what is the 
essence of the fascination it exercises over 
us? Is it not because we find concentrated 
into a brief statement... or a few symbols 
... a wide range of human emotions and 
feelings which we, in the long course of 
experience, have been consciously or un- 
consciously classifying?’ In short, the 
artist, through his intuitive processes, has 
made the same kind of summation which 
the scientist makes from his patient collec- 
ton of measureable facts. 


the history and 


couldn’t be done. 
of Chicago once 


U. S. Steel Cor- 


U.S. Army Looks 
Longingly at 


Radio Engineers 


Chicago, April 28. — The man- 
| power shortage in the radio industry 
|is already critical—but it will prob- 
ably be worse. 

This sums up some of the things 
government officials and Army and 
Navy officers told the war confer- 
ence of the National Association of 
| Broadcasters yesterday and today. 
Most of these speakers expressed 
hope that enough technicians could 
be left with radio stations to insure 
|their continued operation, but no 
definite promises were made. Among 
speakers were Lawrence A. Appley, 
executive director, War Manpower 
Commission; Brig. Gen. F. E. Stoner, 
assistant chief, U. S. Signal Corps; 
and Lt. Comdr. P. H. Winston, U. S. 
Navy. 

“An activity can be essential 
without the individual in it being 


essential,” said Mr. Appley. “Less | 


and less can able-bodied men of mil- 
itary age be considered as essential 
to essential activities other than the 
armed forces. While having done a 
good job so far, we have not begun 
to use women to their full capacity 


in the war effort. Those who are! 
slow to do this will soon find so-| 
called ‘protection’ of their men) 


dwindling rapidly. 

“I know of one station which 
claims it will have to shut down op- 
erations if it loses its engineers to 
the armed forces. The chief engi- 
neer is 24 years old and the other 
two are 21 and single. If those three 
engineers are physically fit, that sta- 
tion will either employ and train 
those not wanted by the armed 
forces or it will go out of business. 
There is no other choice.” 


All 18-38 Needed 


Lt. Comdr. Winston was even 
more pessimistic, asserting that 
every able-bodied man between 18 
and 38 is needed in the armed serv- 
ices, and that anyone in that classi- 
fication may as well resign himself 


to that destiny. Production must be|some of the newly trained tech- 
assumed by women and older men. |nicians are prevented by unions 
Gen. Stoner told of the dire need from securing work in radio sta- 
of the Signal Corps for skilled radio | tions. 
engineers. That branch of the serv- att 
ice has assumed some extra curricu- Sutter Named Manager 
lar duties by broadcasting record- OF 
ings to soldiers in combat areas. He| 2: H. Sutter, age ge erp 
emphasized, however, that the Sig- eee a the orgie ; 
|nal Corps does not intend to com- uil _ and Building Age has _ 
; ; - appointed New England manage! 
| pete with commercial radio. He also for Blectvonic Industries and Redk 
told of the Army Communications Retailing Today, publications of 
Network in Washington, which _Caldwell-Clements, Inc., New York 
makes it possible for the staff to talk 
to its field commanders anywhere in | 
the world. 
Gen. Stoner also reported that the 


Write for circular on 


United States is exchanging training Rae nal 
films with Canada and England. FLUORESCENT 

On the credit side, the convention | LIGHTING 
heard that Army schools and special | 
courses in colleges are developing | SIGNS OF LONG 
new radio technical talent. The com- by s 
plaint was voiced, however, that! S1GM CO, Lima, OnIE 


(\d li 


there’s something new 
under The Sun! 


It’s this: The Sun, newest of Chicago newspapers. 

offers advertisers a new and highly responsive 
market. Advertisers now find a new newspaper 
“buy” in Chicago, for — 


— You need The Sun in any newspaper combina- 
tion to cover Chicago completely, economi- 
cally and efficiently. 


—With The Sun alone you can buy a tremen- 
dous impact against America’s No. 2 market 
with a relatively small expenditure. 


CHICAGO'S MORNING TRUTHpcr®’ 


Tue Braxnam Company, National Representatives: Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City 
Los Angeles, Memphi«, New York, St. Louis, San Francisco, Seattle. 
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Survey Points fo 
Huge Production, 


| 


Employment Goal — 


(Continued from Page 1) 
Commerce, the Committee for Eco- | 
nomic Development is planning to 
sive widespread distribution to the 
report as “an over-all economic 
~oad-map” for business thinking in 
connection with postwar develop- 
ments. The work is not intended as 
. prediction of what will take place 
i) 1946, but merely as an analysis 
¢ the production and employment 
factors which will exist in the post- 
war world, and as a guide to indi-| 
vidual businesses in determining 
their own postwar potentials. | 

The volume, which in addition to| 
its text comprises a dozen or more | 
charts and graphs, several of which | 
are reproduced herewith, is divided | 
into four general parts: 

‘A Common Objective,” an| 
» analysis of the need for busi-| 
ness planning, the goals to be 
achieved, the nation’s productive | 
capacity and the possible market sad 
capacity production. 

‘The Impact of the War on | 
2. 3 Postwar Markets,” which dis- | 
cusses the general history of post- | 
war marketing trends as well as the | 
scocial factors applying to the post- 
World War II marketing situation. 

“The Reconversion Problem,” 
3. in which the difference be- 
tween potential and effective de-| 
mand and the possibility of simul-, 
taneous boom and depression are 
pointed out. | 

“Market Analysis for the Post- | 

«» war Period,’ a guidepost for 
ihe individual company in planning 
postwar production and marketing 
potentials. This section also in-| 
cludes the most exciting single ex- 
hibit in the treatise—a projection of 
1946 production of various kinds of 
goods and services, based on the 
assumption that 1946 will see a 
gross national product* of 165 bil- 
lion dollars. This fascinating pro- 
jection is reproduced on Page 38 of | 
this issue, but it should be clearly 
understood that this projection is | 
not to be considered as a forecast | 
of actual industry production or) 
sales performance in 1946. It merely | 
points out how much each major 
industry or service would have to 
contribute, if their relative place in 
the economy remained unchanged, | 
in order to achieve the 165 billion | 
dollar level. Some relative changes 
are inevitable, of course. 


Answers Three Questions 


Assuming that a high level of 
productive employment must be 
maintained after the war, “Markets 
After the War” seeks to answer 
three questions, says O. P. Hopkins, | 
acting director of the Bureau of | 
Foreign and Domestic Commerce, in 
the foreword to the book: 
l What would total business vol- | 

* ume be if most of the people 
who will want to work after the 
war do have productive jobs? 

2 How does the war affect the| 

* possibility of reaching that | 
goal’ What will be the magnitude | 
' the accumulated demand for | 
How big a backlog of pur- | 
Nasing power will there be in the | 
‘orm of extra savings? What obsta- 
‘es must be overcome? 

3 What opportunities would such 

* a national market offer your 

ss? Starting with an assumed 
olume of business which may 


g00ds? 


SS national product” is con- 
‘ly used in “Markets After the 
n place of the better known 
‘tional income,” because it is 
ered more useful. The gross na- 
product is the total output of 
tnd services, excluding sales to 
renterprise for further fabrica- 
resale, but including sales to 
enterprise for capital invest- 
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STRIPS FOR 
ACTION! 


for ELEVEN YEARS we have 
specialized in the production 
of — strips and car- 
toon artwork for leading ad- 
vertisers and agencies— 


Johnstone & Cushing 


55 East 44 Street, New York City 
MUrray Hill 2-6236 


be far above the best prewar year, | 
how can you determine the market 
potential for your products? 


Up to Business 


Pointing out that the 
output, due to the war, 


national 
has already 


reached a level which few believed | alone, he points out, 


| possible a few years ago, and that | 
technological improvements of a| 


| decade have been crowded into a| son.” 


few months, Mr. Livingston asserts 


that “business as a whole must as-| 


sume a large share of the respon- 
sibility of preparing for a high level 
of production and consumption 
after the war.” 

“The important points,” 
are: “First, that 


he says, 
none of 


vast majority of those who will seek 
employment; and second, that in 


these | 
things are possible unless business | 
can provide productive jobs for the | 


providing these jobs the volume of | 


production would go so far above 
any prewar level that special meth- 


| ods are required to analyze its effect 


on the individual business.” 
Productive capacity cannot be 
measured in number of workers 
but by “the 
number of persons willing to work 
‘and the potential output per per- 
Not only will the potential 
number of workers have increased 
between 1940 and 1946 from 46,000,- 
000 to about 55,500,000, but the 
nation’s output per man-hour of 
employment, up 34% from 1929 to 


| 1941, will probably continue to rise 


at an accelerated rate, so_ that, 
assuming number of hours worked 
to be about the same as in 1940, 
potential capacity of available man- 
power in 1946 will be almost 50% 
greater than the total 


output of! 


1940. Thus he develops his thesis 
that 1946 will find us with a poten- 
tial output of about 165 billion dol- 


\lars, measuring the physical output 


of goods and services in that year 
by 1942 price levels. 

Mr. Livingston emphasizes, how- 
ever that this mammoth figure “is 
a measure of the capacity of avail- 
able manpower” and is not “a fore- 
cast of the postwar volume of busi- 
ness.” But, he continues, it seems 
almost certain that postwar output 
must exceed the best prewar year, 
because if output stays at 1940 
levels in the postwar year of 1946, 
increases in the civilian labor force 
and in output per man-hour will 
combine to raise the total of unem- 
ployed to 19 million—worse by far 
than at the depths of the depression. 


Analyzing the historical perspec- | 
tive of the problem, and pointing’! 


out that there is no reason to as- 
sume that the coming postwar 
period will show the same trends as 
previous postwar periods, Mr. Liv- 
ingston nevertheless asserts that 
“major wars usually have initiated 
rapid and extensive changes and 
usually have been followed by a 
substantial increase in national in- 
come and production over the pre- 
war level.” 

Dwelling at length on the impor- 
tance of realizing that potential 


PARENTS’ MAGAZINE FAMILIES 


MORE ration sooxs rte FAMILY 


mort THAN 2/3 MILLION samuies worm cHnorew 


m AMERICA’S TALLEST RADIO TOWER 


The BIG AGGIE Station has done it again! 
serve the midwest farmer, WNAX will soon be broadcast- 


ing from its new tower ... higher than a 90-story building 


This is 


° e ... the tallest in America, 


This important Columbia outlet has long served an area 
, embracing nearly four million people in Lowa, Minnesota, 
Four out of five of them are 
. producing food that 


Nebraska and the Dakotas. 


" farmers . 


will help win the war . 


Farms are vital Defense Plants. 


Workers. 


“ ; 570 ON 
ie : ik YOUR DIAL 

j ee Affiliated 
. “AM with C.B.S. 


. Soon with America’s Tallest Radio Tower, 
fold increase in night-time power, 
bs ean hear WNAX... 
ee 2 it affords. 


. tillers of the soil . . 
. and the peace. 


and receive the 


It is to them... 


powerful voice. 


America’s Tallest Radio Tower .. . and its potent. more 
“The Billion Dollar Market'’ 
SIOUX CITY 
YANKTON 
Represented by 
the Katz Agency 


4 Cowles Staton 


To better 


and a five- 
additional thousands 
war-time service that 


Farmers are Defense 


that WNAX proudly dedicates ad 


, % 


by . as ok ? : “ 3 ane - . ' ey  hikat * oe Peiees late ede 3 Wy i ate tig ek Dae: a is soe sp nara ae 
mC ¥, or aaa A eee mea ; ee , < ie Ot re ae Se ee BM SOS a Se: eee oe ae eee 4 E hes 
a ye ee ees ie Gated 2 oot” & a hy 4 : 2 | ae te aes iit.) <eekeane Sate ES 
; mt : Pe ee aS ‘ i PP Be re om a te eal " Ae ee oe pid. . t ea. Ma , P 5 nee, \ 2 4 — mete ‘ “a oe eae ; m a a aS 2 " : ia? 
me. a : oe 
acy ie 
43 _ =  wZ- 
= eR A me ipeta  . epee). 
i 
a 7 Ss 
ae au 
ea 
a) eens 
es iets Fay aed 
wr = ig 
ee _ 
_—_—$_____—_______ ARE y g 
- ae 
- E, 
"a4 a ‘a stan 
SS * fn 
: 
) * n ; 
eg er ere Ce eae he cS SG a, A Pee eet eegei ae eee ames sel ee  ** aae : a Sa a 
er eae eT eR ae yo Beas: eres oe eee eSal ie ie F gee Sal. 9) ahi bean Nae uh 3 aay a es eee ote es SA? ee eager Ly” ' 
io re gay ang : aeeeee poy ey ae ee car aa he eer yee dae ae Ps ee eo eee gs egy 1 Mite ape ete ax oe 
Oe a ecitibll 5 Pr wus pay’ 3 ai : ee Se oo eee ee ae ay 2 ay Bete ee xe ee ghee : 
gaara Se ee ee oe gre  B See eo ea ant he oe ee eee = ee ee aie 
: aa . eee Ks eee 7) ieee. a: “e PE Bhs ye ee ee” Ge . o> it a J Bega som Se : ais ni ap 
me a \ A erate, i “ ; jee (Mio: ert Sa eS as eee i , os is > 28 sp | I ob : Ba es same] * 
‘ ss ey Cries te ee ‘ ae 2 ee oe eee Gh ee ms 4 bs a Ss ita! ieee i a Ps ae Pees y 
zz pet . BS Nand ee a ae A Sa cE Se ees he ee pe AB ee) os DO ee gg Se UE AS : ol ee 
a Pf 2. aoe Rt poe an iets ae pe | a ee ae rs ~< ay Bie # Ss a . Sei: Met deg 5, or a img. an ee den 4 ee og 
fi ; 5°47 ge, a = a eee: SOP ee ie a ee a eg a Se ag ae ii RN to oe OTe) OER eee ee Se : ir en 
é ae oS ae. eh A ae eg RS te See OP 2) ae F — S| mei pe | i a! 
pag ee A Re i a a a ee cee eee a a j 
ae oi Shee ae he a ie a ae ns z= vy Bie cel bea es ee Lorne es ie eo en 
ones a. a bed 12 sae ae a ie wy: : paw ‘ mis es Tie, sai = ie a fl ay : ane Oke fas ee Sey 4 = : : a on ae ae. 
pee ty ngage LO. aden ee ee tg tet Ns a. ae ce Ae o:.. eee Te” oe 4 i 5 ope et ee a ie ae 
be : Sr a is rs a 4 a ie gt uae eA ae + ede! Bay», sce pan hea EB ‘aioe = Ae. ee te y > ek | 
cee 2 os he, Acie 7 r zh, ceils Bid et & 3 yee f oie eae eee  . ee ~~ ein wre ye 7 ee oe he Og gil" ES Se ss 7 in 
e a = a oe ogee, eee wk ee .) Saree aes” oa Pee . ae Pia a “ia ~ alll 2 or 
i ‘ i seer > ins, ee nO >; , Seles : ‘an ae : so) eM) a 
a oe OR. an i A. | ae. ee 
je ee eggs 7 etal ‘; Po ee Te, ne ne . a = et is, Peat a eee 
-f060Um6S ee” ee ee =e ee i Ce ee See ee ee 
— h cas: eee oa eae ‘ioe Tam eatery ng ee ee apy nS See i ay er ee Sy ere es ee rae 
i ae og ns ae El Sill ¥ 4 : A es ie * 1 ee gees hee he 7a ih oe oy ae aN pee _ 2 Soo, Mii Te ay 
25 es ae Se ee i hae ae os cans may ent 7 ee a oe Apa eS eee sf - i y 
alte? os ae a. a le ee, is Is 
"a aa cae ae il 6. ina aa 2 e = esr ey ser _— Baits 205 = Page Ey? 
a a ee ee ee a ee oS a eat? x ee ee ion ingame istic aes : “yaaa 
sige aad Sg aes ara | ing a. heats ee ae Bae a er oe ay Wei eG ae i 
re bee as Bea Pgh iy hited "aes: ee wae Sei SS de ty ee Age ee eeme = a oe rat * ae eet 2 fs ages oo 
ocieme Boer oF ek laa oe. ae a a as seem ’ Shae gf pete ‘ *s ; : galnese 
ory eee: & Fa ie eee, “Eee Pr sat jo — “ sere Lae Bes 
ae ye ‘ be se si «e SS ce ee Pe ie eg 3 “ Fi Lion ee Met ees =i pas 
: ae Sit eee ee ee i ok: eee in 8 ty sis ais ae Se ee St Seaplila Mles 3 a 2X 
ot ee ae ie eC oem - Se as Sa cue Bs, eae x Pegs ee ee, I eS Oe ane i 
Se ee me ge a 5 = ; es See : ee ys ae ¥ = Pee ee de ean bis : = ee, ae wy 
eee ee tes ey me a | ae ae eee ee ee * Li. ero s 2 gk | et ie: gs i 
fits eee oe eae oe in ee : oe he ee eee : an ei dl °. lS Aa "jg Gio 
: —" i i i = ail Ee Cee Ss eT ee ieee ia —— oa ee | ee a Et ae an : 
iat 7 = i i ce a a ee ee Bee “a a ee ae ee a. ie % A 
‘ rey = 
oh Pte - gi « . qe _ Z = Sag er, . = y i via % * ae * Ay ‘ i . Paw at di 
Sait ee ae = * a ee fae we PC a — Nees i Sioa le a ie, . rae ] ii : i ae : pEsa ‘a 
.. a 2 . 5 7 ee pee : eke eee. 2 = ah ne erik. & er. ee at ae - amr ae ah a , 1 ek a ae 
aoe n ae - ae i a ee gy by ial EN aa, a ae. ee ee ee! 7). =f one aie ee eae ae 
. i cS ® ates) din lee aaa ’ i ii A ae eh Sa oie at ~ hy? Sis f aa: - 
' : ce é at em cone a i Ps ee ete 8 re a. “tr en, +" ay , 
. we 2 Sek. 7 ee oa ares, rac “a y ee ak re ilicga ' rs ‘ygt, Sie o 
i . aha we oF oe > 7 gg fa a ae ead w ae ‘ # oe 4 a om 
re ake peed oe cgi is iti uF Pic at ay ah ee as | a hs, ai | ‘ 
aie ORR ESS 2 ie , Pp ae an - “ a oe 
. * | j i ee ai ae ss Pe mF i yi - yw 3 # % ol ae 
: x " : at ois naar ake, 8 ae tis bewite song SE ee ra, af 7% 
7 ee 1 ERE sped - he ii ee a me Ret a re Ee Wee ies i ea" . mh -e co ay) a ae aed ‘ - 
of] agg Seey SW ee pnt : cas ete ro ce CaN, ae ee vt eke erg Bae OY ee pee gk Pe . a 
m . <P = Co eae + ; rn fw Sake ey “ ® a one Se Pee ; 
re ve . ™ . oe oT ay oe = a ia " ais 
i ‘ ra yeas a hep re ‘ P ‘ 
i ‘ a : gk ; ; : P ty + fee, 5 a wh 2 i zg 
4 ? ; ; os i... ' - 2G. ae Va ay , ) 
. ; Ee te. ae, eee Eee om = Meese os saa 
: hs — nk ae Be iy ot gline: a 07 Sites i oe Soe : 
J . v ; i ' ; AS: Stree ee ae o's: if. a ec ae tae 
7 Pag ° oe - ? os : a ‘ Si: F 
? r gs be oe i ¥ bel é "4 ¥ : 
= ‘ . %. . es Py “ ¥ : i 
4 : z : 3 be “ F 
} ; ~— Sy as ff tT . as " 2 me a 
+ ‘ . Se % Ny By) ¥ ¥ J 
: P P . 2a > we , : ee , y 
: i’ a ey ae = ee _ ; wg { 
5 i ” ‘ ig ° * * i 
‘ to é * e : #9 ak AS es pees Mee oe fs es 
: _ rE + yes we tes me = 2, cn . 
_ . "es em ne , ae : OR ue mat A 
ae ge. ey — =: ha t # ae , ‘ 2 3 ; alt Baty. fee 3 9 i 
. : ee oe be , : K. 
‘ sts nung Gh eo $ * - 
* ? . ” ete Rets # ’ 3 amb a 
tech- a c3 pg 
« * n Ret Re , . si 
nc i . ¥ Z vor a ae ee 
nion ‘ “et oe a ahi erg me. $s , a cue ~ o 
Sta- es ? - 
x 
; ; an ° ; 3 " 
P r ite 4 
r ee . a ie 
| S03 = 6 
PO | f t | 
: 4 ; o ‘ 4 : = 
4 - F ‘ ta j 
; , pk, : * : 
i ¢ i * 
4 ; Ms be ; 
‘ ee i n 
4 a .¥ : 
; ; : : oe "ae - : - ‘ 
a er . 2 
F F : " % . ‘ , : 2. : a - ‘ , 
4 ; it Sty: eee, &, 4 
re 71% bie ‘ 
: , ase 
‘ fe rn 
q a + 2 * 
2 é i 
: ‘* Er nS 
y j a ee 
: ‘ 4 ey 
wie ie ee idee 
q ee Oa lia 
—_ —— | : ih ee t 
= : oo ts 
4 : ? Es a 
; & Fs ’ * 
a eer Thin i i 
7 . , aes: 
3 , : é 0 
; t , a “2 ee 
‘ , } ee ow 
A Va : ae : ee as 
, 2 os i 
' | ‘ | Bs renga 
t a 5 + 
; : ae 
% : a 
: aka 
. a ; é aes i 
| oy ge ee +: We ‘ Sal 
> 4 ae) i 
- : Rete sh ae 
. @ a 
4 
f% ; it 
tS ew —_— a a ; 
+ é =e 
» i ll St SE «| | 
t : : mn ae a 
: . ies Si 
—_ sere . ea 
- . ~ - 5, oa 
— - = ‘ i s 1 i = oe 
' - . , : ; ’ ee 
ee oe af > ae “( ° a ae — ‘ SRE pain 5 ail * = +5 Se. + Re Be - aS 
- * - haces Dance, . OE a shy ae on ig ¢ ae ab Pw 4 - Pare -« es 
. « Ov 2 » En 4 ‘ eo : ee pea | pt 
, - 4 ® iinet ae - — ak ait i ee 5: Saale it) 
ms Sea ee } aici Dine 
a — 
a eae ; 
2 =. 
oh i 
e 
ee / 
ee . ae 
abel eines 
“0? 2: “ee 
i Oye a 
=. SRY. riges 
ety 4 E 
Rios? F es . a ee eee 
bia Oe ee i TE ta * A $ i Pies Sai, ga : bie 3 eas, om . * P ne 2 aah ea ‘ : vor a ae zs re 5 é 5 aes oe : fac sgh See I 
Whee Ss y és 1 ee ae : . pete ee te Ser Re aa eS TCR se Bee ean! a 
a tye ‘ae ‘ gZ is . "ee % ; . % h Fes IF we 54 aa i o 
ao" es . : *. % Pos , 2 = F ; be ot a 
ae = et 2. a 7 a % 
2 ee r | >. aoe & ise ee Fe rr \ Be a | z oe 
ae ae ' . er) «4 ' he 2 > ote > en my E p 4 ie Pu oe 
os + ; Ie , ¥ pee ae ee ae es Pet 
a a . me 4 co aes “3 Ny ‘ ‘4 " ty Y = me 7 Fee a i 
eo = oe aS b, ig Diets # i Se. a “ ee . a - a % _ be ‘ eile 


38 ADVERTISING AGE May 3, 1943 


es 


A Hypothetical Projection of Expenditures by Commodity Groups Based on Past Relationships 
to the Gross National Product 


(Unit one million dollars) 


NOTE: This is not a forecast! It does not attempt to appraise the markets for 
these items after the war. There are good reasons for believing that, even if the 
assumed level of gross national product were achieved, the other factors for 
which no allowances have been made would create wide distortion in some 
instances. 

This table is an indication of the magnitude of the increases all along the line if 


The given level of gross national product in 1946 is only for purpose of illustra. 
tion. It is based on the following arbitrary assumptions: (a) that the war and 
the immediate postwar reconversion period will be over before 1946; (b) thar 
96.5 per cent of those seeking employment will have productive jobs; and (¢ 
that prices will be the same as in 1942. It is based on 1942 prices, and shows 
gross national product at 97 billion dollars for that year, and at 165 billion 


*If you prefer to use the 1940 price level, the gross national product would be 142 billion 
The increase for each item would be 
if you think prices are going to be above 1942 then the dollar volume 
‘ Similarly you should discount 


dollars, an increase of 45% 
correspondingly less. : 
of capacity production would be correspondingly increased. 


over 1940 instead of 70% 


these figures by whatever extent you think the country will fall short of capacity output. 
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FACTS ABOUT THIS VITAL MEDIUM 


—Bureau of Foreign and Domestic Commerce. 


a high level of total output is achieved. It is a starting point from which to for 1946. 
exercise your judgment as to the probable distortion of past trends. 
d i Fall 1946 Assumin Fu 
Utilisation of A vail Utilization of "A ’ all. 
Item the 1942 General mn. Item the 1942 General Price 
a rent io t 
‘ONSUMERS’ GOODS AND SERVICES Inereans neem 
"Services ee a wm, Amount OS 
1. Housing (Rent, Depreciation on Owned Homes, etc.) . 8,232 11,638 “ erie snnndakeus secede 205 393 9° 
2. Home maintenance (domestic service, storage, insur- 91 13. Jewelry and sterling silverware.................... 336 620 85 
moe, FOMRITS, CIC.) .. 2... ccc ccc cc ensecccesces 1,512 ayy = 14. Books and other durable printed matter............ 228 562 7 
re cvs bddesecs cee Swe see se He 6 2,324 hy a. we NRC REIT een 53 108 tea 
oes De cha bes ee besdeeeetesb ee ead ~ 1,559 A ; + 16. Ophthalmic products, surgical and orthopedic appli- 
eS eee re Pere eee eee . 2,352 4,15 a ev accreas 181 283 - 
6. Medical care and death expenses..............55555 2,766 py oe - S98. Siammesents ond tembetenes.............<.e0c....- 62 114 “ 
, F Recreation ie ee eee te ee ee ee eT Tee eee Ft woes 4353 44 18. Luggage oS ea ee 53 141 166 
8. Other as ade ee oe Oe Oe 4 oO SOS ORO 8 O 0-98 8.946664 98. RS , ’ 19. Wheel goods, durable toys, and sports equipment. ee- 338 538 59 
ee es ee. cae p46 kod O Ne HES SEES 6 6400.00 2,382 5,718 140 
a SS ee ee eee re te . 23,542 35,449 51 ee re cede e ence 6 20 ao 
Perishable Goods | aii Penal “i OH ic a ee 8,278 16,878 104 
ge Ee ee ere eer ree Te eee oe Pee x % . 
2. Cigars, cigarets, tobacco, and smoking supplies...... 1,993 2,965 49 omens A ga 
3. Drug preparations and household medical supplies. . 804 1,156 44 ll ee one ‘se -_ 
FRPP ee eee 508 poe = ry lida eat aaa o. roe aes 
A nonuner «Daag enone fin 9g Re ae a ae 786 27 EE re ee Poe 137 333 143 
6. Magazines, newspapers, and other printed matter... . = oa 7 & ae eeitieees ashinses anh canines 44 one be 
5, Seseeenaey GBS SOTERS SEDONES.«««---->+ ++: +- +--+: eb kn ces vebeaecseees 78 150 92 
8. Miscellaneous household paper products............ 274 449 64 6. Pumps and pumping equipment.................... 185 396 114 
ie 9. Teys, gnemes, sport supplies... .... 2... ccc ccccecee 191 317 66 , eee aor an a 
. 10. Manufactured household illuminating and heating eee 1,249 87 8. Electrical apparatus and equipment................ 576 1,244 116 
EE OPE a eee ee eee OOO Ee ell ° 
11. Non-manufactured household fuels................. 792 1,016 28 a oe onset mand ee peeregecrtes srr - ses 130 
ene ee ee eee ee 1,211 1,780 47 11. Office machinery Catt, “Spleen ee ee 163 330 102 
12. Non-residential furniture and equipment........... 329 651 98 
epg ae err cst ee ere ree ere eee 28,623 45,319 58 ee ecnhictunveccace 158 297 88 
14. Professional and scientific equipment.............. 150 259 73 
SGemiducable Goods dE ne lies SUE Ee ape iin is ss 0s0s 185 353 91 
1. Clothing and accessories............ 66.666. ce eeuee 5,698 9,777 72 16. All other subsidiary durable equipment............ 356 640 80 
2. Ghees amd other feetwear..... 0... ccc scree crevees 1,223 2,021 65 ee Ts nedweasdbebeesuce 3 
3. Persomal furmishings ..............:ccccecscsecees 211 414 96 18. Business motor vehicles.......................00. 1,548 3,231 107 
OB ee Be I oan kc tc ccs cccwececesess 552 984 78 ce edebeeceseve 10 
5. Semidurable house furnishings.................... 878 1,562 78 20. Locomotive and railroad cars...................... 307 830 170 
6. Replacement tires and tubes......................-. 269 455 69 es wkethatabes 348 417 20 
7. Passenger car replacement parts and accessories.... 462 841 82 ey I 3a as Wo én oo fib nekko 6000s adeeb 0% 000s 312 422 35 
de Th ech do4e bases ba ba hen dees eae s 9,293 16,054 7 | RR Pe ee Cee ee 7,401 14,916 102 
Private Construction 
I a a a a a a a 2,323 7,000 201 
Durable Goods ' 
@ > OU ASR ea erat eer) a arene . 
SPIED iscsi eees cscs cevcresceesans 871 1,784 105 . Cee 2,198 6,700 205 
RR ETT ETT OR ER ET CC POET ERE Le DELI Ses Se 
3. Miscellaneous durable house furnishings............ 886 1,526 72 Net end a alae Aas Ss ao: aa Hen 13,700 aes 
4. Heating and cooking apparatus.................5.5.. 434 814 88 ll laa a alae a 1480 a “ar 
5. Refrigerators, washing machines, and sewing ma- Domestic Output of Monetary Gold and Silver...... 300 200 —33 
CO SO ey PPP eT ereeerriieee 460 799 74 
6. Electrical household appliances .................... 217 389 79 GOVERNMENT 
DS ee OS, gk. rere Ub awsemeneccases 26 44 69 Uk), re, 2,754 4,000 45 
8. China, glassware, tableware, and household utensils. 564 865 53 i sw a wkd Be Ree thee ee rs aay a 9,088 18,484 103 
9. Radio apparatus and phonographs.................. 415 1,100 165 
eT ePETTrerrreriirirr ere 47 118 151 Total Gross National Product.................. 97,000 165,000 70 


*The large increase shown for 1946 relative to 1940 is the result of an allowance for con- 
siderably heavier interest payments on the government debt, substantially increased mili 
tary expenditures, and the trend toward larger general expenditures by all units of govern 


Survey Points to 
Huge Production, 
Employment Goal 


(Continued from Page 37) 


| productive capacity means nothing | 
without effective demand, Mr. Liv-| 
ingston sees the marketing function 
in this light: 

“Increased production creates | 
purchasing power to absorb the 
additional output. It does not neces- 
sarily create the disposition to buy 
the specific things produced. Busi- 
ness. must shoulder the responsi- 
bility of translating purchasing 
power into effective demand. This 
puts a premium on a_ thorough 
understanding of potential markets 
and on forceful, accurate merchan- 
dising. It means that cost must be | 
at levels where people can buy and 
quality improvements must be made 
to create a strong desire for new 
goods.” 


Demand Piles Up 


Turning to the accumulated de- 
mand for goods, Mr. Livingston says 
that by 1945 there might be a de- 
mand for additional automobiles 
and replacements which would re- 
quire an output of over 6 million 
cars a year for four years, and that 
the accumulated demand for hous- 
ing might easily cause a boom in 
this field which would last a full 
decade. 

“The amount of accumulated sav- 
ings which might be spent after the 
war defies even approximate meas- 
urement,” he goes on. “If the war | 


lasts until the end of 1944, it will | wants, he says, and except for cer- 
be somewhere between 40 and 60/|tain obvious war products, sees no 


billion dollars. 


. . This accumulation | reason why existing facilities should 


should be more than ample to as-| not be required to fill civilian de- 
sure an aggregate demand for all| mands, or why, indeed, additiona! 
the goods the available manpower | facilities might not be needed. 


can produce. In fact, it suggests|lines manufacturing 


that the problem after the war may industries up as follows: 


be to control a boom rather than | 
prevent a depression.” 

Even the capital goods industry 
will have a great accumulation of | time requirements: 


and mi! 


Industry Lineup 
Expansion clearly beyond peace- 


Aircraft, 


He 
ng 


CBS Affiliate 


Nat'l Representatives: The Katz Agency, Inc. 


THE GREATEST SELLING POWER 
IN THE SOUTH’S GREATEST 


WHE 


CITY 


50,000 WATTS CLEAR CHANNEL 
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— — a 
plos ives, 


clearly in excess of peace-| 


but not ’ 
Chemicals and | 


time requirements: 


nstruction, ammunition and ex-| of discussions of varying facets of | 
ve military combat vehicles,| the problem which open new ave- 
te nues of thought and new fields for | 
» Substantial additions to capacity | investigation to the postwar plan- 


ner. 


In this section of the book, the | 


mates of postwar tire and tube sales 
is presented; and the example of a 
company making nondurable con- 
sumer goods is shown. 

Mr. Livingston makes no bones 
about his belief that the tremendous 


lied products, blast furnaces, steel| author attempts to relate the na-| postwar production and consump- 


rolling mills; petroleum re-| tional picture which he has pre- | tion figures which he sees as within 


orks, > } + 

“ aning: non-ferrous metals and their| sented in other portions of the|the realm of possibility will not 
d nroducts; etc. | treatise to the individual problems|occur automatically and without 
it "Little if any war expansion—j|of industries and businesses, first | effort. 


capacity probably inade- | 


} ggre gate a . “ 
. full utilization of available | 


's quate jor 
n = 


wOw TO RELATE YOUR SALES TO 
GROSS NATIONAL PR T 


|Armstrong Cork Company 


through 
projection for 


the presentation of his 
1946, and second 


| through the use of a number of case 


histories in postwar planning. How 
uses 
gross national product in estimating 


| “Needs to Be Translated” 


| “There is nothing automatic or 
‘inevitable about this postwar mar- 
| ket,” he says. “The market poten- 
|tial that goes with high income, 


javailable manpower after the war 
means a substantial increase over 
prewar standards of living. To 
reach this higher standard of living, 
consumers must be persuaded to 
buy more things than they have 
ever had before. 

“Granting that human wants are 
inexhaustible there is also inertia to 
change. Even before the war there 
were notorious examples of con- 
sumer groups who showed a dis- 
tressing preference for part-time 
employment rather than the more 
adequate food, clothing and housing 
which could be bought with a full 
pay envelope. 


number of hours as in 1940 (an 
average of 38.1 per week in manu- 
facturing) to obtain them? This 
calls for better market analysis, 
more sales research, more imagina- 
tion and ingenuity in developing 
new products or new markets for 
old ones, more strenuous efforts to 
improve promotion and distribution 
methods. 


Many Postwar Changes 


“This increase in living standards 
does not mean a uniform increase 
over the prewar volume of produc- 
tion, with the same products sold 
through the same distribution chan- 


qnane carves, coseuer (oe vn) ER ‘sales of some of its products is | deferred demand and accumulated “This is a challenge to business| nels to the same income groups. 
Full uLt¢—l« | explained; the manner in which | purchasing power needs to be trans-| enterprise. Can the whole gamut) Entirely aside from new techno- 
: American Rolling Mill Company has| lated into effective demand for par-| of goods and services be made so| logical developments, the mere fact 
= Rolling Mill C y has! lated into effective d d f f d d i b d logical devel , th f 
Price _attempted to analyze its postwar | ticular goods or services. attractive and can they be sold so|of such a large increase in con- 
- |markets is shown; the procedure of; “A peacetime level of production effectively that the consumer will | sumer purchasing power means that 
some a rubber company in making esti-| which approaches the capacity of be willing to work about the same’ the potential market will be differ- 
‘io so | 
a } - 
2 . i he 
5 thrice peal 5 
, ences uaromas, pnoDUcT Ano “= 
4 YOUR COMPANY SALES se7"sim 9) Or. ane 
; | EF. Wayland Ayer C 
: | . Way yer Cup 
9 
i) 1 
3 | iz . / 
z= ee ws 
M Chart from "Markets After the War" Ko r | j O T 1 ] E ll Nn 
showing how individual companies may | a h Ca X 
relate their sales to gross national output | 
3 in the postwar world. . 
6 
a3 manpower at civilian production | NCE MONITOR eat 
’ 5 es mn IAN SCIE ee 
* after the “ See ao pew THE CHRIST DE > : = 
a and kindred products; textiles an ad ae am —F snanese Convoy: 
+ their products; pulp, paper and =e Noho (), S. Planes a Coren Forces: 
16 llied products; stone, clay and glass Fourth aa Coupone tps Rzhev Evacuate ~. of A)sentecism 
30 products; printing, publishing, allied ee oustion Brighter 10Clon Knox Hits Handicap wa 
5, ndustries; lumber and_ lumber ———= See see So = ~ * -d 
02 products, etc. : ge aaa 
98 Serious Threat Seen 
B8 ; iia 
73 In discussing reconversion, Mr. 
9] Livingston refers again to the possi- 
80 bility, which he labels a_ serious 
threat, of simultaneous’ postwar 
07 boom and depression, and breaks 
business down into three types, 
70 from the reconversion standpoint: 
20 l About 80% of all employed 
35 * civilians are still engaged in 
production and_e distribution of 
02 civilian goods, or war goods so 
closely allied to civilian goods that t 
01 conversion is not a serious problem. Bias ett 
05 Examples: agriculture, retail and : Peace Wither Ae. Ohi 
wholesale trade, utilities, food, eer 
03 clothing, fuel, etc. This group’s = 
00 reconversion problems deal almost 
00 entirely with markets and general 
33 organization. 
2 \ little less than 10% of 7 
45 * civilian manpower is engaged pe ee ts 
03 n industries largely or wholly con- : 
erted from civilian to war produc- 
70 tion. Examples: automobiles, re- 
frigerators, office equipment. This 
- group’s reconversion problems em-| § sme swe = gq i. | &=—u ie ‘s.5S:liie SSS 
i brace those of the first group, plus cum’ 
rn the engineering problems involved O] i 
n resuming production. 
— 3 The remaining 10%, typified 
cere * by but not limited to the air- — , 
ee uo raft and shipbuilding industries, 
should presents the most serious reconver- 
a dee on problem, already being over- ONI ! OR 
itional expanded to the point where no 
d He reasonable likelihood exists of find- | 
mining ng peacetime markets for more 
‘nan a fraction of its present pro- a 
duction. If these companies are to Th h fF \V ] d A C 
exist, they must invade fields rela- 1S year C . ° ay an yer up Was 
peace- Uvely foreign to their present oper- 
Ll in by The Christian Sci Monitor 1 
he ae ae won by Lhe Christian Science Monitor 1n 
In many respects, the reader of 2 2 ° . 
the repeat sein tags ths teat snstions, competition with more than 1000 daily 
R " Which methods of market analy- 
‘is lor the postwar period are dis- . . 
ussed, and in which the projection newspapers in the Unite tates repre- 
Y ' sales of various types of goods 
and services at peak 1946 levels is . " — a. 
shown, ‘the most interesting and sented in the 13th Annual Exhibition of 
Provocative section of the report. 
lt is not a “guide to postwar plan- 
‘ing’ in the normal sense of an N - 7 h 7 ” d 7 d b 7 
\, B, C formula, but rather a series | ewspaper Y pograp Y con ucte y 
N. W. Ayer & Son, Inc. The award was 
. . Ss . 
J 2 2 a a a a oe: y 
. | d he basis of excellence i 
on P " made on the basis of excellence in typog- 
* Washington x / 
» ai . * h k - d T k 
* * 
: at home 
L * 
* CHOOSE THE * The Christian Science Monitor is published by The Christian Science Publishing Society, One, Norway Street, Boston, Mass 
% _ SADERIN 
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. , wn — — 
A National Income Statement for American Business 
Preliminary Estimates for 1942 and 1943 and a Projection at Pos twar Capacity Output 
(Unit, 1 billion dollars) 
ote 
A Postwar Capacity Postwar Capacity 
Output at the 1942 Output at the 1949 
General Price Level - General Price Leye 
1942 1943 1942 1943 
4 The total output of goods and services was Add: 
‘ distributed as follows , Relief, social security and similar gov- 
Sold to consumers . ernment payments ............... 2.6 2.5 3 
Renee 20 ere 27.5 my ps = 
Nondurable and semidurable goods.... 48.0 43. e 5 - q 
Durable goods ......................+. 6.4 4.0 16 ee eee Te ee. . — = 131 
bed 81.9 75.0 110 Direct personal taxes................ yer 6.7 13.5 ae 3 
Sold to other business enterprises 
Machinery and equipment............. 5.1 2.7 Sales — CRT ort Seen ag 108.8 118.0 124 
: fi toromeeeetee 1.0 corporated business) ............... 26.9 43.0 r 
as Net change in business inventories..... —.6 —1.5 Sn eereas a aieeeit 
4 SES Ee ee 4 —.2 Spent for goods and services..... eee 81.9 75.0 110 
Domestic output of monetary gold and By producers 
ra nk a ee eg ie da eee m Undistributed corporate profits......... 3.6 2.5 3 
i cca 0 27 Depreciation, depletion and other busi- 
8.0 2. ” ness reserves, including charges to 
Sold to or produced by government 4 current earnings on account of capital 
Nonwar public construction............ 1.1 . 3 outlays and inventory revaluation.... 7.6 13.0 10 
Nonwar commodities and services...... 11:5 12.7 18 Obtained f individual i 
i RES RE IE 49.1 85.0 6 Deduct: oe eee SNVEe....-. 
61.7 98.0 gg Gross business savings not used by 
Gross National Product............ 151.6 175.0 165 business ................s see eee. 3.2 13.5 
Gross receipts from production were allo- —— — 
cated as follows Spent for goods and services.......... 8.0 2.0 27 
Net income of unincorporated business ‘ By government 
Cs ee ee 9.7 10.1 aS as een 24.2 27.0 21 
Professional people and other self- ES | ae eee eee 6.7 13.5 7 
ke 5 a 10.4 9.1 er 3.3 3.5 3 
Compensation of employees............ 83.7 99.5 Deduct: 
Interest and dividends................ 9.4 10.6 Relief, social security and simi'ar gov- 
Net rents and royalties................ 3.0 3.2 ernment payments ................ 2.6 2.5 3 
Undistributed corporate profits........ 3.6 2.5 Obtained from individual savings... _.. 30.1 56.5 
—" Net national income................... 119.8 135.0 134 merry —— 
Depreciation, depletion and other busi- — for a — services.......... 61.7 98.0 28 
ness reserves, including charges to ross National Expenditure........ 151.6 175.0 165 
current earnings on account of capital Output in Physical Terms 
outlays and inventory revaluations... 7.6 13.0 10 Gross National Output in 1940 Prices...... 135.0 155.0 142 
wwe 24.2 27.0 Bane 21 Federal Reserve Board Index of Industrial 
EES OEE | ee hee 151.6 175.0 165 Production (1985-59 = 100)............. aoe aus 1% 
These funds were in turn budgeted as follows Domestic Consumption of Steel Ingots and ' 
to purchase the entire output of goods and Castings—Million tons .................. 86.1 91.0 120° 
services Production of Electric Energy—billion Kwh. 189.0 220.0 220 
By consumers The Utilization of Available Manpower 
ET Is v0 ose cnore ewes 119.8 135.0 134 Civilian Labor Force..................600: 54.5 54.0 57.5 
Undistributed corporate profits ...... 3.6 2.5 3 SE I, occ idvactasccanasinveeve 51.9 52.7 55.5 
a Re ii REE alee A 3.3 3.5 3 PD III ooh ced vvccs we teeensioee 95.2 97.6 96.5 


‘In 1940 prices the capacity of available manpower will be about 142 billion dollars of 


consumers; (2) Sold to other business enterprises; 
gross national product, with each item correspondingly smaller. 


: (3) Sold to or produced by government 


If commodity prices, wage are derived by projecting the past relationships of the items to gross national product 
rates and the prices of all the other items in the gross national product should exceed the See Table II]. Taxes are assumed to be just sufficient to balance the government budget 
1942 average, the capacity in dollars would be even larger than the figures shown. This is ‘Since this is a projection of relationships which existed over a period of sharp cyclica 
an optimum volume with unemployment reduced to a practical minimum. 


It is probable decline and recovery, it implicitly assumes that the hypothetical postwar year will be a 

that production will not reach capacity and that unemployment will exceed the minimum peak boom year such as we had in 1929 and 1937, only more so, Because we have never had 

shown by a corresponding amount. , a high but relatively sustained output, we do not know what production of steel this tota! 
“Capacity of total available manpower. The first three items in the table, (1) Sold to output would require. 


ent from prewar conditions in many | 


: : at the Merchandise Mart for dis- | Loose-Wiles Elects 
other respects than mere size. Places Special Series Set Dates for 


' : , tributors of women’s, children’s and “ 
ee “There is real danger that busi- Bonwit Teller, Philadelphia, has infants’ wear, and will include af- Hupp Board Chairman 
7 ness will underestimate these appointed St. Georges & Keyes, New Summer Markets 


; . filiated distributors of costume)! Bert L. Hupp, who began bis 
changes and thereby miss vital York, for a special campaign in- 


: ae ; jewelry and accessories. Style Ex-|career with Loose-Wiles Biscuit 
opportunities to translate the poten- | cluding Bride’s Magazine, Harper's | Chicago, April 28.— The pall of | hjpitors of the Morrison Hotel will | Company as a stenographer in 1903, 
tial into an effective demand for|B@zaar, Mademoiselle, Town & uncertainty surrounding summer) chow new lines starting June 7, and| has been elected chairman of the 
goods or services.” Country and Vogue. |furniture markets was _ dispelled 


the National Wash Apparel Show | board, having been president of the 
Sanaiiet Ph oe ae — — yn Aigner bso egy will be held concurrently at the| company since 1919. 

WWNY i i i eee Sarees oe - renan~ | Hotel La Salle. A New York group,| Hanford Main has been elected 
Rta Appoints Weed Appoints Kimball es gate dise Mart announced that a ten-day/the Covered Wagon Caravan, rep- president, after an association with 
yee Range 4 Thgpresensin ge Teno Ra her pe il Inc Neg | furniture show will be held June resenting about 20 manufacturers,| Loose-Wiles dating back to 1910 

CBS affiliate, has named Weed &| pointed Fred Kimball, Inc., New | 91-30. At the same time, the west- will aa: 2 ew ao te Felner ——— wh Bn. Banh ae 

pas! ta York, as national repre- ries national advertising represen- ern fall market in San’ Francisco| House at the same time. [a wae Genes ee Ge 

sentative. é ; y, s 


was set for July 12-17. sales department in 1915 as sales 
The Office of Defense Transpor- 


tation, which last winter voiced ‘Mirror’ Wins Citation mga. viel «wr oe 
— to ae is - The American Red Cross citation —_—____ 
o have revised its opinion. e - patriotic ance has ? 
official announcement by the two pool» ego tk iaeer te De Sola Joins Agency 
sponsoring organizations here said| the 1943 Red Cross War Fund of George L. De Sola, formerly ad- 
that central markets save millions); New York City in recognition of | vertising manager of A. P. W. Paper 
|of miles of travel by salesmen and «distinguished support of Red Cross|Company, New York, has _ joined 
provide the most effective method services to the armed forces on the| Anderson, Davis & Platte, New 


4 of acquainting retailers, especially battle fronts of the world.” York, as an account executive. 
~ small ones, with trends in the in- 


|} dustry, and available supplies. 

The statement also pointed out 
that the question is one of survival. 
Only 25% of the industry’s produc- | 

There are a large number of concerns that \tive capacity has been tapped by 


d do it ll | war contracts. The holding of such 
render one type of service an Oo wel... |a market helps to maintain mini- 


mum living standards and maintain 
| civilian morale. It is also essential 


PRINTIN 


| to producers holding war contracts, 
*K THE FAITHORN CORPORATION, | since most of them could not stay 
| in business without some outlet for 

however, renders THREE DISTINCT TYPES civilian production. 
. i. ’ . ; Finally, 96% of the retailers and| 
of service ad setting, engraving and 80% of the manufacturers believe 
printing — and does them ALL equally that a summer market is necessary, | 


according to the statement. 


| 
well—with less effort and less cost. Apparel Markets Set 


Manufacturers and distributors of 


women’s wear, excepting Style] 
Creators of Chicago, will hold sum- | 
mer markets starting June 7, and 


have asked retailers to send only 
P one buyer instead of several, the 
504 SHERMAN STREET CHICAGO prewar practice, and to avoid week- 
Telephone WABash 7820 end travel by store buyers. The 

Style Creators, composed of abou’ | 
VIC E— 75 manufacturers, are planning ¢ 

DAY AND NIGHT SER series of staggered openings start- | 

ing the middle of May and continu- 
ing for four weeks. 
A week-long market will be held! 
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| | 2a: 2 about the value of their services 
Mutual Appoints EXECUTIVES AT MUTUAL MEETING Criticism of Banks  ind'iess about what they cost. 
, , t 10 Y r Low 97 — ee oo 
: 3 - a ‘than rou’ for eir business 
McClintock to Its . b x 7 P bli ‘os ; either A tae a personal call from 
od i | Sa an officer or in a letter.” 
rd of Directors u isher ys While criticisms were made, he 
. B , il 3 Mill M Chicago, April 28.—There is less| said, the over-all feeling toward 
Chicago, April 30.— Miller Mc- criticism of banks today than at any| panks is one which reflects very 
Clintock, — president of Mutual time in the past ten years according | favorably upon the public relations 
Broadcasting System, was elected a to a survey recently made by the} ang personal relations side of bank- 
member of the board of directors Northwestern Banker among bank | ing. 
and of the executive committee, customers, Clifford De Puy, pub- 
during a series of Mutual meetings lisher, told the Chicago Financial 
at the Drake Hotel here re ee Advertisers Association here today.; NBC to Broadcast 
while station executives affiliate “We asked them two questions,” . 
with the National Association of he said. “(1) How do you think Benet Script 
; : re : Writers’ War Board and _ the 
Broadcasters were convening at the your bank can improve its public) (, 1 Senks ia Werte Gin 
Palmer House. relations? (2) What new service — me a en t over NBC 
[he directors approved Mr. Mc- would you like your bank to fur- May 8 onste ~ pay oe 
Clintock’s appointment of three af- nish? re ; ript ‘titled “They Burned the 
filiated functional station groups “On the more or less critical side B - ” 2 ¢ Pe a AP of the 
which are to give the affiliate sta- of present-day banking service, the ma ~ if ao iterature by the 
tions a more vocal part in Mutual sect te Ch - b fer following six Cr pga ge — ag of gr y 
affairs. Special attention will be Mutual and affiliated stations executives gathered in icago last week for the ones suggested by the bank custom- 5. . _ F 
given to three phases of operation— group's annual meeting, included, left to right, seated: Miles E. Lamphiear, MBS ers: by em pen ag a Epes 
station service, programming, and controller; Ade Hult, western sales manager; Jack Latham, assistant sales manager; “1. Banks should live up to their | #94 broadcast over st year. 
sales and merchandising. Ed Wood, sales manager; and Miller McClintock, new president of the network. slogans and keep in closer touch 
Richard F. Connor, chief of the| Back row, left to right: Ted Doescher, account executive; Don Pontius, sales serv- | with their customers. Do Not Overlook 
station relations division, OWI do- ice; Arnold W. Pe er haa sd es oe yoy ee wipes “9 Give customers additional Mi . she 
estic radio bureau, will join MBS Norman Boggs, head of the New York sales office for q icago; Carro explanation wh certain service | 
May 15 and will take pond the task Martz, auditor; and William A. McGuineas, WGN sales manager. aneme are boiad tote. | ESSENGER. Walther League 
of carrying out the new network “3. Bank statements should be} oT toe, MESSENGER 
policy with respect to service of the 4 M , . » made more human and less stan! ie aB y Sal 
2/2 Mutual affiliates, Mr. McClin-| Joins ‘Automotive Digest’ (Elected to Board tistical. | ra “The Home Magazing 
tock announced. , Jim Ely, former vice-president of| E. A. Schirmer, manager of the| “4. Public relations could be im-| Hm ha = 6 of: Lutheran Families 
Mr, Connor was coordinator for! 4,tomotive Merchandising, has| Detroit office of Crowell -Collier| proved by giving tellers some les- | HRM yy; For Rate Card and 
the Southern California Broadcast-|+.6n over the management of the| Publishing Company, has been|sons in salesmanship and how to| am y Sample Copy Weite to 
ers Association prior to joining| netroit office of Automotive Digest,| elected to the board of directors of | meet the public. —~ oe WALTHER LEAGUE 
OWI. He broadcast over the Don| Gcinnati Goebel Brewing Company, Detroit.| “5. Banks should ‘talk’ more a 875 N. Dearborn St, Chicage, 18 
Lee network during 1940, and from | : 
1936 to 1939 had operated his own | 
advertising agency on the West 
Coast. Prior to that, he was man- | 
ager to KMPC, Beverly Hills, Cal. | 
Station representatives of more 
than 100 Mutual outlets attended 
the affiliates’ meeting Monday night | 
and saw a preview of the network’s | 
new film prepared by Robert A. | 
Schmidt, Mutual sales promotion | 
manager. Mr. McClintock outlined | 
network plans for the summer and | 
fall, while Ed Wood Jr., sales man- | 
ager, reported on sales accomplish- 
ments. This session followed the 
board of directors’ and stockholders’ | 
meeting and executive conference, 
as well as a press reception for Mr. 
McClintock tendered by WGN, Chi- 
cago Mutual outlet. | 
The former Advertising Council | 
head had planned to make Chicago 
the first stop on a speaking tour that 
would take him to the West Coast. 
He was taken ill later in the week, 
however, and it was announced that 
he had canceled the projected trip | 
— and would return to New York. 
Attending the board of directors’ | 
and stockholders’ meeting Monday | 
were Alfred J. McCosker, WOR, | 
r New York, chairman of the board; | 
ber W. E. Macfarlane, WGN, head of 
a8. the network executive committee; 
— Theodore C. Streibert, WOR, Lewis 
ie Allen Weiss, Don Lee Network, and | 
= T. C. Campeau, CKLW, Windsor- | 
‘and Detroit, all vice-presidents; John 
vith Shepard III, Yankee Network;) 
910, H. E. Carpenter, WHK, Cleveland; | 
St Harold Batchelder, WFBR, Balti- 
the more; Leonard Kapner, WCAE, | 
a Pittsburgh; Benedict Gimbel Jr., 
p WIP, Philadelphia; Kenneth Church, 
— WKRC, Cincinnati; Mr. Wood and 
Fred Weber, Mutual’s general man- 
ager. 
id- Fitzgerald, Criscuoli | fae H 
aper Join Donahue & Coe | “He says he’s awfully busy and that all he wants to know is: which 
ine 
New Edward J. Fitz- - . . ’ ° ° 39 
gerald, for the Cincinnati paper made the biggest gain in retail linage last year? 
= past four years a 
e - president 


ind director of 
lio with Erwin, 
Wasey & Co., 
vw York, will 
n Donahue & 


Coe, New York, 
June 1 in a simi- 
capacity. Mr. 
F tzgerald was 
merly  assist- 
t general man- 
‘Yr of Station E. J. Fitzgerald 
LW, Cincin- | 
ti, and spent three years in Wash- | 
fton as director of the bureau of | 
pyrights, National Association of | 
vadcasters. 

Anthony G. Criscuoli, for more | 
in 20 years associated with Mc- 
nn-Erickson, New York, has 
ned the production department of 
mahue & Coe. 


Wahlstrom Joins ANA 


Fred D. Wahlstrom, formerly with 
his Week Magazine and Esquire, 

research director, and with Coro- | 
‘t as research and promotion man- | 
ger, has joined the headquarters | 
‘aff of the Association of National 
\dvertisers, New York, as field rep- 


Good question. For the retailer has his feet on the local 
scene, his ads in the local papers, day after day. You can 
figure that the newspaper he picks to do a job is the 
newspaper that’s doing the job . . . the newspaper that 


will do the best job for you. 


In Cincinnati, retailers are swinging to The Enquirer. 
If you’re making up a list that includes the Cincinnati 
market, that’s about all you need to know, isn’t it? 
(Except, perhaps, that The Daily and Sunday Enquirer 
chalked up the biggest circulation gains in the past 10 
years—and that The Enquirer has the lowest milline rate 


from 5000 lines up.) 


Daily Enquirer 


Sunday Enquirer 


Times-Sta, 


RETAIL DISPLay LINAGE 
1942 vs. 194] 


- Gained 


Gained 209,175 lines 


lost 


53,173 lines 


$09,108 lines 


425,046 lines 


THE SWING IS TO 


THE CINCINNATI ENQUIRER 


Represented by Paul 


Block and Associates 
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BUY-LINES 
by Nancy Sasser 


Lan 


New York, May 
3rd. Here's the 
readership survey 
findings conduct- 
ed by L. M. 
Clark in the 
April 18th issue 
of the Chicago 
Tribune. . . BUY-LINES proves again 
that editorialized, woman-to-woman 
copy STARS in readers per dollar 
spent! 


% = 
Ay gree 


35% 


Observation 
by Women 


{All percentages apply to total 
number of interviews secured with 
women readers of the Apr. |8th 
issue of The Chicago Tribune.) 


*/ wx / 


Ta ,t [* 


CHART BELOW GIVES OBSERVA- 
TION, READERSHIP AND SPACE 
OCCUPIED BY PRODUCTS FEA- 
TURED IN BUY-LINES . . . percen- 
tages apply to total number of in- 
terviews made. . . 


AMOLIN DEODORANT 


52 lines 14% OBS. 13°, READERSHIP 
LOUIS PHILIPPE 
5! lines 14% OBS. 13% READERSHIP 


Van Camp's TENDERONI 


52 lines 17% OBS. 16% READERSHIP 
YARDLEY 

44 lines 12% OBS. 9% READERSHIP 

SWAN SOAP | 

36 lines 14°%/, OBS. 13%, READERSHIP | 


SPENCER CORSETS 


31 lines 12% OBS. 9%, READERSHIP 
VIMMS 
41 lines 12% OBS. 9°, READERSHIP 
RED BOOK 
32 lines 9% OBS. 9°/, READERSHIP 


VICEROY CIGARETTES 
40 lines 13% OBS. 8°, READERSHIP 


DR. SCHOLL'S FOOT POWDER 


70 lines 16% OBS. 11°% READERSHIP | 


XY} 
“Ley eognyn 


APPLY THESE NEW SURVEY FIG- | 
URES AS READERSHIP "“YARD- 
STICK" TO 


10,758,112 


Circulation 


every Sunday through 40 great 
newspapers. . . Write for a copy 
of this new Clark Survey on BUY- 
LINES! 


NANCY SASSER, INC. 


271 Madison Ave., New York 
360 N. Michigan Ave., Chicago 


Getting Personal 


Much ado at The Biow Company. To Arthur Goldman, a baby girl, 
Florence; likewise to Tony Boyd; Muriel Dunn’s beau returned after 
two years in Hawaii, and she married him—after which he said good- 
bye and deft for the coast artillery in N. C.; and finally Shirley Hall, of 
research, will wed Lt. Stanley Singer... 

A 1-A classification means get ready for reveille. Cliff Lubkert, 
producer in McCann-Erickson’s radio dept. has been reclassified — to 
1-A. . . David Ross, ad. mgr. of Consolidated Razor Blade Company 
named his new-born son Bert Lee Ross, the closest he could get 
euphonically to Berkeley (blades). 

Sooner or later it comes to all men, and it did, to Martin Lang- 
weiler, promotion head of WFIL, Phila., who sprouted an itchy case 
of measles. . . Gilbert Martyn, Blue Network staff announcer, conducts 
a class which aids ambitious pages and guides to become announcers. 
Thirty - five have : 
already obtained 
positions as an- 
nouncers on the 
staffs of independ- 
ent stations. . . 

The Hon. Wil- 
helm De Munte 
Morgenatierne, 
Norway’s ambassa- 
dor to the United 
States, and Crown 
Prince Olaf, of 
Norway, were 
guests at a dinner 
given by Miller 
McClintock, presi- 
dent of MBS, at 
the Waldorf As- 
toria. . 

Guy S. Osborn, 
president of Os- 
born, Scolaro, 
Meeker & Co., was 
guest of honor at 
a dinner in the 
Barclay Hotel, 
New York, given 
by newspaper pub- 
lishers, advertising - 
directors and associates to mark his completion of 50 years in the 
advertising business. Paul Patterson of The Baltimore Sun was toast- 
master. Mrs. Ogden Reid, v.p. of the New York Herald Tribune pre- 
sented Mr. Osborn with a book of letters of appreciation from the pub- 
lishers and other newspaper executives. . . 

Harry Browning, director of advertising and publicity for the 
M and P Theaters Corp., Hartford, has been reelected commodore of 
the Medford, Mass., Boat Club. . . From San Francisco comes “Kul- 
berg’s Browser,” edited by Carl Kulberg of Woman’s Home Com- 
panion, in which he reports this incident: On a Market St. car, an 
elderly lady says to her companion, “My husband says he thinks the 
duration is going to last longer than the war.” . . 

Joseph R. Knowland, publisher of the Oakland Tribune, has been 
elected chmn. of the newly-appointed California state park commis- 
sion. . 

An informal cocktail party followed by a buffet luncheon took place 
in the offices of Murray Breese Associates in New York, to celebrate 
the 10th anniversary of the company’s formation. A goodly number of 
Breese clients attended. The entire staff topped off the occasion at a 
dinner at the home of James Breese, v.p., where he was presented with 
a pen and pencil set. Murray Breese, president, received a huge cock- 
tail shaker. . . 

Mr. and Mrs. Russel D. Henriquez are rejoicing over the arrival of a 
daughter at Evanston Hospital, Evanston, Ill., April 18. The young 
lady has been 
christened Phyllis 
Lee, in memory of 
her late lamented 
grandfather, Phil 
Henriquez. . . 

A recent issue of 
The Saturday Eve- 
ning Post carried a 
story titled “Life 
on a Rationing 
Board,” authored 
by Joe M. Dawson, 
president of Tracy- 
Locke - Dawson. 
The adman gives 
an account of his 
experience as a 
member of a Man- 
hattan board. . . 

An inter-depart- 
ment memo made 
the rounds of the 
Blue  Network’s 
“Future Blue Network Listener.” Mean- 
ing a new baby girl—no, two—to George Olenslager, head of the 
information division. . . Hoosier publishers from Indiana, meeting at 
the New York Adclub, wondered what happened to their guest speaker, 
Wendell L. Willkie. Col. Bill Rankin found Mr. Willkie—in the regu- 
lar dining room amongst 21 members of the WLB, where he had been 
misdirected. . . 

Roslyn M. Rapoport, copywriter with Lester Harrison Associates, 
New York, will wed Ist Lt. Justin M. Seides of the dental corps, USA 

. Limburger and frying onions over at the Wm. H. Weintraub 
agency in N. Y. gave the place a malodorous air, quickly dispelled 
when Wm. Bernbach opened a jar of Air-Wick to test the odor-killing 
qualities of the new product being marketed by one of the agency’s 
clients. . 

A bulletin from Ye Olde Print Shop of Allison R. Leininger, v.p. and 
adv. dir. of Parents’ Magazine, announces the arrival of Roger G. B. 
Broome IV to Capt. Broome, USMC, and the former Jane Leininger, 
Al's daughter, at Newport, R. I., where Capt. Broome is stationed. The 
illustration, far from true to life, shows a stooped, bewhiskered Al, 
but maybe that’s the way the first grandchild makes a fellow feel. . . 


PERFECTIONISTS 


Alf Carleton Ebbesen, advertising manager of William 

Jameson & Co., and his partner, Joanne Whitman, are 

familiar figures at New York's Reckefeller Center skating 

pond. This picture was taken at the Gypsy Trail Club 
near Carmel, N. Y. 


ONE FOOTE IN HOLLYWOOD 


ote we >> < 


at 


oe 


c. 


Emerson Foote, president of Foote, Cone & Belding, 
dropped in on Hollywood recently to meet the press and 
radio executives. Shown here at a reception at Britting- 
ham's are, left to right: Mr. Foote; Lewis Allen Weiss, 
vice-president of MBS and Don Lee Network; Don Belding, 
chairman of Foote, Cone & Belding; and Don Gilman, 
vice-president of the Blue Network. 


headquarters, announcing a 


NIAA Group io 


Convene May 7 
New York, April 29.—An . 


Talon Warns 
Dealers on Used 


Slide Fasteners | 


New York, April 28.—Talon, Inc., 'acles” of Jack & Heintz, Inc., 


Meadville, Pa., maker of Talon slide | ford, O., company, by its anid, 


William’ S. Jack, will highlight 
Atlantic regional conference of 
National Industrial Advertisers 
sociation scheduled for the H, 
Biltmore here May 7. 

William Benton, vice - chairn 


fasteners, placed full-page inser- 
tions in Women’s Wear Daily and 
Daily News Record warning its 
dealers against using second-kand 
fasteners. 

Copy pointed out that junk deal- 
ers are the chief source of reclaimed 
slide fasteners used by mannufac- 
turers and fasteners are often 
altered in length, damaged parts 
frequently replaced with parts from 
entirely different kinds of slide fas- 
teners. The text emphasized that 
by using second-hand fasteners 
dealers are creating a risk for them- 
selves and their customers. 

McCann - Erickson, New York, 
handles the account. 


Martinson’s Coffee 


Sponsors News Roundup 

Joseph Martinson & Co., New 
York, has begun sponsorship of a 
weekly 15-minute program over 
WOR, New York, featuring Frank 
Kingdon, who will present a weekly 
round-up of the week’s news. 

The program is heard Sundays at 
10-10:30 a. m., EWT, through Al 
Paul Lefton Company, New York. 


ment, and vice-president of 
dress the luncheon session of 
one-day conference. Other gove; 
ment, industry and advertising . 
ecutives also are schedtled to 
dress the group. 


England, Newark and New y, 
chapters, under the direction of 


GF Issues Cook Book 


day.” 


obtainable at grocery stores. 


ee 


| planation of the production z- , 


Committee for Economic Deve), 


University of Chicago, also wil] «, 


The conference is sponsored 
jointly by the Boston, western New 


Scott Pattison, conference chairman. 


The consumer service departme 
of General Foods Corporation, New 
York, is distributing a new 40-page 
cook book titled “Recipes for To- 
The booklet embodies more 
than 100 wartime recipes designed 
to help housewives make the most 
of nutritious foods more readily 


rk 
E. 


nt 
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Where do New Yorkers go 
after work? 


Give up? They 20 home 
.. Just like you 


And, likely as not, they'll first 


want to know ... ““What’s 
cookin’ ?” 


But I don’t have to tell ad 
men that people are pretty much 
the same, anywhere, anytime... 
What they might need to be re- 
minded of is that people in New 
York do something between 
work and home that sets them 
apart from their fellow men... 
or women. 


DEE EDP PPPOE OV VV Veeeeeeeeeeeeeerrermere,rr,r,,,--rrr rr” 


They take a 23-minute 
subway ride. 

And what do they do with all 
that time? 

Well, they mostly spend it 
looking at the car cards . 
absorbing the advertising mes- 
sages .. . taking in the accom- 
panying “editorial” cards. 

That 23 minutes plus of rid- 
ing with advertising makes it 
clear you don’t have to write so 
that he who runs may read— 
you've got “him” standing still 


or sitting for as long as neces- 
sary... And that’s doubly im- 
portant these days of “public 
service” advertising copy . . . 
you can sell an idea as readily 
as a product. 
It’s definite, 


then, that sub- 


i i i i i i i i i i i i i i i i i i 


way advertising means long- 
time exposure. It isn’t an 
“indoor poster.” Its outstand- 
ing ability to make people buy 
or remember your product is 
derived from other advantages 
as well, and here they are: 
Complete family coverage 
-+.nine out of ten New York 
adults, even before gas ration- 
ing, rode the subways in a 
month; monthly circulation now 
160,000,000. 
Continuity 
. . the average rider takes 26 
subway trips a month. 
Color at minimum cost 

. - 4.5¢ per thousand circulation 
for car cards; 1.8¢ per thousand 
circulation for station posters. 
Point-of-sale influence 

. Stores are concentrated on 
subway routes... 

We can prove everything 
with research and case histories. 
Give us about 23% minutes 
some time to tell you the whole 
story, will you please? 


hactnelh 
Leg ae” 


Copyright, 1943, New York Subways Advertising Co., Inc., 630 Fifth Avenue, New York City 
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Page Ads Proclaim 
Higgins Contract 
for Cargo Ships 


(Continued from Page 1) 


subcontracts for fabrications 
amounting to approximately $20,- 
90,000 (representing more than 
half of the amount of the contract) 
have been made, are on hand, or 
ve arriving on well regulated 
chedules. We have not encountered 
jificulties in procurement as the 
War Production Board is function- 
ing efficiently.” 


Union Supports Effort 


Following its pledge to complete 
the contract, the company adds: 
“Let the war be fought on foreign 
ils!” Another pledge, signed by 
the A. F. of L. Shipbuilding and 
Associated Trades promises that 
“rain or shine—night and day—the 
task will be completed on or before 
schedule. We are aware of the need. 
We will not let our armed forces 
down.” 

Two telegrams are reproduced in 
the newspaper page, as well as the 
New Orleans States April 23 front- 
page story of the contract award. 
One message is from the Bureau of 
Ships, Washington, D. C., praising 
the company and workers for their 
wartime efforts. 

Higgins comments succinctly, “We 
earned that. We anticipate a similar 
acknowledgment from the Trans- 
portation Corps, United States 
Army.” 

The second telegram, from A. F. 
of L. President William Green, 
said the contract will give “Higgins 
and labor an opportunity to dem- 
onstrate and prove their efficiency 
in line production on ships—an 
opportunity denied them when the 
Maritime Commission canceled their 
Liberty ship order.” 


Mass Production Planned 


The mass production assembly 
line was originally designed for the 
Liberty ships and will be used for 
the new cargo vessels. Contract for 
the Liberty models was canceled 
last year before work started. The 
Maritime Commission since has 
turned the abandoned Liberty ship- 
yard into a plant for cargo planes. 

Higgins currently is running full- 
page advertisements in newspa-| 
pers here and in selected other 
cities, featuring different production 
phases. Although dailies are its 
chief medium, Higgins also has two 
quarter-hour radio programs each 
week and advertises regularly in the 
Spanish and Portuguese editions of | 


Reader’s Digest and the Spanish | 
edition of Time. Copy is scheduled 
in national magazines once or twice | 
a year, and the concern also em-| 


ploys boating papers. 

Although there have been reports | 
that the “miracle” shipbuilder is} 
ready to invade the motor field with 
a postwar automobile, Higgins de- 
nies this. Definitely, however, the 
company will have a postwar heli- 
copter designed to “replace” the 
automobile for private transporta- 
tion. A model of this machine, said 
to be radically different from that 
now known, is ready but its details 
lave not been disclosed. The esti- 
mated cost, if and when produced, 
would be $1,500 for the flying ma- 


hine 


Seven to Share in 


Private Lines 


Gov. Harry Kelly will lead a 
Michigan delegation to Washington 
next week to petition for a let-up 
of wartime restrictions imposed on 
summer vacation travel in his state. 
Kelly said he had in mind welfare 
of job-weary war workers who 
would need relaxation, and the 
well-being, too, of Michigan’s big 
tourist and resort industry. He said 
he would ask for liberalization of 
restrictions to the utmost “without 
interfering with the war effort.” 

” * oe 


Boatbuilder Andrew Higgins isn’t 
kidding about the $1,500 helicopter 


he may produce after the war to 
compete with autos for private 
transportation. The price is high 
—but could conceivably be brought 
down nearer the popular price car 
of prewar days. 
* * x 

Several extensive advertising cam- 
paigns by major anthracite compa- 
nies are in a state of “ready,” with 
copy urging cons&émers to order 
their coal now and carrying sug- 
gested messages from the govern- 
ment as to why coal bins should be 
filled during the hot months. How- 
ever, the present explosive situa- 


tion in the coal industry will keep 

the great majority of advertising 

schedules dormant until the atmo- 

sphere becomes clear enough to 

lend a measure of propriety to a 

coal campaign. 
* * 

There’s a move to shift censorship 
of magazines for export from the 
Board of Economic Warfare to 
Byron Price’s Office of Censorship. 
Although BEW’s work has gener- 
ally been satisfactory, some busi- 
ness papers are viewing the transfer 
optimistically, looking for better 
and quicker service. 


To Burton Browne 

Jack Horner has joined the art 
department of Burton Browne Ad- 
vertising, Chicago. 


“Women’s Reporter’ Bows 
Women’s Reporter, a new national 
business paper for the women’s 
apparel industry, will make its ini- 
tial appearance June 1. The new- 
comer will be issued by the pub- 
lishers of Men’s Apparel Reporter 
and Canadian Reporter, with offices 
in the Empire State building, New 
York. Tobe, stylist and retail con- 
sultant, has been named fashion 
editor of the new publication. 


Account to Michel-Cather 


Prack Laboratories, New York, 
manufacturer of protective hand 
cream, has placed its account with 
Michel - Cather, Inc., New York. 
Business papers and direct mail will 
be used. 


THIS IS VERSATILE 
ANN HYLAND 


Blonde, blue-eyed Ann Hyland offers o 
great deal of charm and histrionic abil- 
ity to the enhancement of her natural 
talent for modeling. She is 5 inches 
over five feet in height and the scales 


Remember the “model situation” that was threatening Chicago? You know 
... the one being caused by so many of our beautiful gals leaving the old 
home town for fields which offered them better compensation—adequate 
compensation, for the thought, time and hard work they had invested in be- 
coming really “tops” in the modeling profession? . . . You can relax. It's 
pretty certain that these "Miss Charmings,” whom national advertisers de- 


—- 


consistently say "110 pounds”. Starting 
in New York as an art student, she be- 
came a costume designer but later was 
a ballerina with Chester Hale. Having 
also a talent for dramatics, she was 
with Bob Lewis’ Group Theatre, and in 
Hollywood, with Warner Brothers. She 
is now a Nurse's Aid ot Wesley Me- 
morial Hospital. 


pend upon for much of the “it” in their advertising, are going to stay home 
. . . The Chicago Photographic Guild, supported by advertisers, the Art 
Directors’ Club and the Art Center of Chicago are successfully promoting 
the movement to give these young ladies the privilege of establishing their 
own value of their services ...a well deserved right. ... Because ROGERS 
has reproduced on copper the lovely images of many of these girls for hun- 
dreds of value-conscious buyers of engravings, they are glad to present 
another of these sought-after young ladies to you, this bright spring day. 


OGERS ENGRAVING COMPANY 


Reynolds-Fitzgerald 


_John TT. Fitzgerald, president, 
Reynolds-Fitzgerald, Inc., newspa- 
per epresentative, announced last 
week that ownership of the com- 
pany will be shared with seven as- 
sociates, as officers and directors. 
These inelude: Herbert Hatfield, ex- 
*culive vice-president and adminis- 
‘vat\ve director, New York office; 
Rob-rt S. McLean, vice-president 
lirector of sales, New York; 
“©o'ce A. Jones, vice-president and 
or of sales, Chicago; Richard 
aly, vice-president and mana- 
Be etroit; Judson H. Carter, vice- 
| lent and Pacific Coast mana- 
ser, C. H. Weissner, secretary; and 
“\r. C. Lillian Hamburg, treasurer. 
a * company, now in its 50th 
ye was founded by S. S. Vreeland 
‘93, later becoming Vreeland- 


Benjamin Special Ageney, Benjamin Adolph F. Buechele, President 

Reynolds Pitaemia ia ie Ee MASTER CRAFTSMEN OF PHOTO-ENGRAVING 

Pit gerald’ ssocia arr. - 

Ne volds, died recently.” 12001 CALUMET~AVENUE * Phone CAL 4137 + CHICAGO, ILLINOIS 
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Crane Seeks the “yes” or “no” alternatives, and | be studied with great care. The data ie 


Public's Aid in 
Postwar Program 


(Continued from Page 1) 


vations be made gradually, and it is 
Crane’s desire to give the public 
what it wants. 

“But Crane designers are looking 
beyond the immediate future in an 
effort to anticipate the desires of 
home owners of some future day—a 
day when plastic automobiles may 
speed down safety highways at a 
hundred miles per hour—a day 
when planned communities may rid 
us of city congestion—a day when 
houses, freed of tradition, will per- 
haps offer new comfort, new style, 
new beauty... 

“In the following pages we are 
showing some of the thinking of 
Crane designers. These sketches are 
not intended to portray the Crane 
line of the future, for many of the 
thousands of items developed in our 
studios, laboratories and engineering 
departments will never be used. But 
a glance through these pages may 
stimulate your imagination — may 
help crystallize in your mind the 
kind of equipment you will want to 
see in your home of the future.” 

After looking over the sketches 
which are presented in six pages of 
interesting designs, many obviously 
designed to please women through 
extra conveniences and comforts, 
the reader is prepared for the 8- 
page questionnaire enclosed with 
the booklet, along with a prepaid 
envelope. The questionnaire may 
seem formidable in size, but it has 
been arranged so that answers may 
merely be in the form of a check of 


EMPLOYEE 
IDENTIFICATION BADGES 
TRANSPARENT IDENTIFICATION 
CARD CASES 
Write for Catalog 
ST. LOUIS BUTTON COMPANY 


Manufacturers 
415 LUCAS AVE. 


the reader is assured that he can 
dispose of it with less effort than it 
takes to work a crossword puzzle. 


Answers Are Sought 


A full page of questions, accom- 
panied by suggested new designs, is 
devoted to bathrooms, with equal 
space given to lavatories and kit- 
chens, while closets and bathtubs Py 
individual units share a page. Heat- 
ing is covered in two full pages, and 
the laundry has attention on the 
final sheet. 

In addition to investigating the 
popularity of new designs for all of 
the various departments of the home 
which Crane is prepared to equip, 
new materials are presented for ap- 
proval or rejection. In the bath- 
room, for instance, the reader is 
asked to choose between vitreous 
china, porcelain enamel on cast iron, 
plastic, stainless steel or Monel 
metal and aluminum. Mainly, how- 
ever, the questions deal with prac- 
tical problems of home layout, the 
way bathrooms and,.kitchens should 
be designed to increase convenience 
and save steps, and where and how 
heating units should be located. 

While Crane Company suggests 
that it is not insisting on signed re- 
turns nor on supplying information 
regarding intentions to build a new 
home after the war or remodel the 
present one, the chances that a large 
percentage of respondents will sup- 
ply this information has stimulated 
the enthusiasm of the plumbing and 
heating contractor - merchants 
through whom Crane products are 
distributed and serviced. They sup- 
plied the names of those who re- 
ceived the questionnaire. 


Many Replies Come In 


Not only are dealers keenly inter- 
ested in getting a picture of what 
the home owner expects of manu- 
facturers in the postwar era, but the 
company management believes that 
the replies, which are already being 
received in large number, will con- 
firm its disposition to continue a 


program of evolution rather than 
revolution in the design and manu- 
‘facture of heating and plumbing 
‘equipment for the home. 


| H. H. Simmons, advertising and 


\sales promotion manager of Crane 
9sT. LOUIS, Mo.. Company, said that the returns will 


BIG 
STRONG 
MARKET 

witha 


TURE 


FU 


Home of the 


National Representatives 
The Allen-Klapp Co. 


MOLINE 


DISPATCH 


ROCK ISLAND GOVERNMENT ARSENAL 


Join this 
103,526 


(U. S. CENSUS) 
MARKET 
in 
LOOKING 
AHEAD 


WAR’S END will find 
MOLINE- ROCK ISLAND 
resuming its march toward 
becoming one of the most 
important mid-western 
manufacturing and distri- 
bution centers. Busy as we 
now are, pouring out the 
implements of war, we will 
be busier supplying the im- 
plements of Victory Peace. 
When JOHN DEERE, IN- 
TERNATIONAL HAR. 
VESTER, J. I. CASE, and 
many others begin to sat- 
isfy the urgent demands of 
the Post-War world. this 
market will move forward 
on a program of steady ex- 
pansion. This is another 
way of saying. “For Future 
Good Will MOLINE-ROCK 
ISLAND deserves a fa- 
vored spot on every na- 
tional schedule, NOW!” 


ONE 
Space Order 


“ARGUS-DISPATCH" 
Blankets This Market 


ROCK ISLAND 
ARGUS 


will go on IBM punch cards, and an- 
alyses will be made of the many 
possible combinations of facts which 
the answers to 138 pointed ques- 
tions will supply. 

“We believe that the public may 
have been given an exaggerated 
idea of what it will be possible and 
practicable to produce for the period 
immediately following the war,” 
said Mr. Simmons. “We have the 
feeling that because so much has 
been said and written on the subject 
of ‘dream homes’ and ‘miracle 
homes, the public may be disap- 
pointed with the actual products 
available for new construction or 
modernization. 

“Our management believes that in 
addition to exploring the question of 
what the public wants, it will be 
worth while to present to consumers 
some of the possibilities which we 
are studying, and thus getting post- 
war desires and expectations down 
to a reasonable basis. We shall be 
much interested in tabulating the 
returns.” 


TIMKEN ASKS DATA 
FOR POSTWAR PLANS 


Detroit, April 28—To get first- 
hand data on the kind of appliances 
the public values most, as well as 
on wartime uses of its own oil 
burning equipment, Timken Silent 
Automatic Division has mailed 
broadsides to customers asking them 


to answer questions in a_ small 
booklet. 
The broadside reproduces an 


ultra-modern circular house de- 
signed by D. Allen Wright, cur- 
/rently being featured in magazine 
|and newspaper copy (AA, March 
/1), and suggests several types of 


| postwar heating systems employing | 


|Timken units. Air conditioning 
|also draws prominent mention. At- 
| tention is called to the fact that 
|Timken dealers are prepared to 
| keep existing equipment in good 
| repair and that the company stands 
ready to “help keep your burner 
operating efficiently and assist you 
|}in making your fuel allotment 
| stretch over each rationing period.” 

T. A. Crawford, general sales 
manager of the division, signed the 
special message which asks owners 
to express their preferences so that 
“Timken engineers may be aided in 
their work on appliances for post- 
war sale.” Signatures are not re- 
| quested unless the writer asks for 
|a copy of the report, but each is 
| asked to state whether the answers 
represent a man’s or woman’s view- 
point. 


| 


Asks Preferences 


Timken asks those on its list to 
evaluate in importance these items: 
| refrigerators, vacuum cleaners, car- 
| pet sweepers, electric toasters, dish 

washers, automatic heating equip- 
/ment, washing machines, electric 
irons, electric ironing machines, in- 
| cinerators, water softeners, garbage 
disposal units, and automatic water 
| heating equipment. 
preference also 


| eration; “conventional” or automatic 
| washing machines; mangle or flat 
ironing machines; incinerating or 


| boiler or furnace automatic heating. 
Room is provided for “hints” as to 
which appliances offer the greatest 
room for improvement; what is 
wrong with them; and what people 
| like and dislike about Timken units. 
| If they need to buy new heating 
equipment for their present home 
or a new home “after Victory”’— 
assuming that cost differences be- 
tween various fuels are about the 
same as before the war—users are 
asked whether they would decide 
on oil, gas or coal (manual or 
stoker). 

The booklet also asks users to 
|submit data showing the necessity 
| for automatic oil heating today, in- 
|cluding such details as its use in 
| renting a room in the home; making 


work; or making it possible to keep 
healthier during the war emergency. 


PAPER ATTACKS 
‘HOME REVOLUTION’ 


Chicago, April 29.—Practical 
Builder has addressed manufactur- 
ers in the building field with a mar- 
ket letter in which it asks “Do you 
want your customers to wait for the 
‘home revolution’?” It continues: 

“If you knew there was an organ- 
ized campaign to convince the pros- 
pective home owner that all exist- 


solete; that he would be extremely 


foolish to buy a home today; that he 


~ Bs ' ‘ eee i We ee! 
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The rates for this department 


The Advertising Market Place 


“Positions Wanted,” “Representatives Wanted,” and “Represen 


tatives Available,” 30 cents a line, minimum charge $1. Term 
cash with order. All other classifications (single insertico 
rates): % in., $2.75; 1 to 3 in., $4.75 per inch. 

—_ 


are as follows: “Help Wanted 


_ HELP WANTED 


TOP NOTCH COPYWRITER 


wanted by leading 4A agency in Mid- 
west to write consumer copy, princi- 
pally for package goods. 

Ability to write outstanding news- 
paper and magazine copy essential. 
Capabilities for radio commercials 
also desirable. 


Include several recent ads that you 
are proud to have written as well as 
draft status, salary requirements, ex- 
perience, etc. 


Inquiries held in strictest confidence. 
Box 4070, ADVERTISING AGE, Chgo. 


POSITIONS WANTED 
Dishonest — lazy — Tells all agency 
secrets. Has 7 years adv. exp. Would 
like position as head of traffic or ass't. 
to prod. mgr. 
Box 4079, ADVERTISING AGE, Chgo. 
IDEAS—COPY—CONTACT 
Adv. mer. of AA-Al mfr. seeks broader 
vista. Rich exp. includes agency, mail 
order, direct mail—all media. offec- 
tive roughs; versatile writer. Age 41; 
draft deferred. 
Box 4076, ADVERTISING AGE, Chgo. 
ADV. SALESMAN AVAILABLE 
20 yrs. experience in Point of Sale adv. 
& Sales Promotion work. Wide ac- 
quaintance in Midwest area. Clear 
record, 1 employer, energetic, 40 yrs. 
of age, married. 
Box 4074, ADVERTISING AGE, Chgo. 
AGENCIES— 
FOOD MANUFACTURERS 


it possible for an additional mem-| 
ber of the family to engage in war | 


ing homes are today hopelessly ob- | 


Complete history mailed regarding 
young man sixteen years experience 
food advertising, research and sales 


| work. Age 35, university graduate, 
married, two children. Familiar mid- 
western and eastern markets. No pre- 
vious agency connection: but now 
fully qualified to serve. Will be com- 
ing with fresh and unadulterated 
ideas. Interviews arranged New York 
or Chicago. 

Box 4071, ADVERTISING AGE, Chgo. 

Industrial Publishers: Attention! 


A seasoned space salesman who has 
outgrown his present job seeks 
broader opportunity for his talents. 


This man's 23 years record in adver- 
tising and Industrial Publishing will 
interest you. Five years all-round 
agency experience served as an excel- 
lent primer for a successful business 
| paper career, Definitely not a floater, 


|nearly 13 years with present organiza- 
| tion, his third since 1920. His present 
pasture: Ohio and surrounding states 
| Married, father of two children, be-| 
yond military age, in good health, ha- | 
bitually sober. A man of ideas, re- | 
sourcefulness and plenty of guts, he| 
| has a lot to offer to a publication with | 
|a post-war future. Any offers? | 
|} Box 4073, ADVERTISING AGE, Chgo. 
|Capable advertising salesman can 
|handle another publication or service. 
|N. Y. and Phila. Have N. Y. office 
| Box ADVERTISING AGE, N. Y.| 


4078, 


| plete the sale in the field Does cor 


POSITIONS WANTED 
COPYWRITER AVAILAR! ». 
Key writer with wide backer, 
package goods accounts with » 
country’s largest agencies. Hay. ¢, 
sales figures, and ads that pro 
copy has accomplished for ,; 
accounts. Now earning we! 
$10,000 annually. Might consic., this 
sum as minimum starting sa}. ry 
agency was right. 
Principals write: 
Box 4072, ADVERTISING AGE. wy 


ART DIRECTOR for the DUK ATION 


Draft 


If you have lost one of your key 
I shall be glad to pinch hit. 


men 


Can create and develop good oking 
modern visuals, Know art, photog. 
raphy, type and the various process. 
of reproduction. 

Will work in New York or [hosto, 


Salary $7,500.00 per annum. 


Herman J. Wibel 
45 East 17th Street, New York City 


Young lady with 9 years adv. & py). 
experience as head of traffic dept. 
asst. to prod. mgr. Knowledge os 
media. Location immaterial. 

Box 4081, ADVERTISING AGE 


AVAILABLE 
DIRECTOR-PRODUCER 
OF PUBLICITY THAT PAYS 


Public relations career man 
with impressive 20-year record in- 
cluding seven years as publicity 
chief of a national marketing or- 
ganization and eight years plus as 
assistant educational director of 
an important, financial trade as- 
sociation. 

A mind for business, agricy! 
tural economics; long-headed, ver 


Cher 


satile; skillful all media: mesh 
able, able in contact; hard-hit- 
ting, tireless—a worker a 4-A 


would be pleased to introduce t 
its best clients and to team wit! 
in planning, effecting friend-win- 
ning, action-stirring campaign: 

He's college-trained in journal- 
ism, 41, married... a Chicagoan 
who hopes to locate East or 
Southeast and in another top spot 
or as first assistant to a very busy 
public relations officer. 

To arrange an interview or se- 
cure his record in detail, 
write 

Box 4077, ADVERTISING AGE, Cheo 
Creator—W riter— 
Merchandiser—Contact Man 
For that job where just a writer is 
not enough. Draft-exempt man wh 
has conceived and executed millions of 
dollars worth of national advertising 
plus the plans and material to con 


please 


tacting—has background as advertis- 
ing and assistant sales manager. No 
a low-priced man but a bargain to the 
right employer. 

Box 4080, ADVERTISING 
REPRESENTATIVE WANTED 
Midwest Advertising Representative 
wanted by trade publication in his! 


essential field. State details. : 
Box 4075, ADVERTISING AGE, N. Y 


AGE, Chgo 


| 


should, in fact, not even plan his | 
‘home until after the war; that any | 
|kind of investment, in either time or 
|money, in a home now is a waste; | 
'that he should do nothing until the | 
| building industry completes the mi- 
racle they are now working on, | 
namely, the perfect house for only | 


The order of | $9500; if you knew there was an or-|prefabricators, the designers, the 
is requested on| ganized effort of this kind, you| plastic people, the enthusiastic stu- 
| these types: gas or electric refrig-| would want to do something about it.|dents and the lyrical uninformed, 


| “This is a correct picture of what | 
| the public is being told today, cor- | 
rect in every particular except that | 


grinding type of garbage disposal;|the propaganda is not organized., Four Name Durstine 


| Virtually every general magazine, 
|}many of the garden and home mag- 
‘azines, many manufacturers who 
would like to get into the building | 
\industry, and even some building | 

material manufacturers, are paint- | 

ing for the public a magnificent pic- 
}ture of a revolution in home design 

and home cost, to be available after | 
| the war. 

“Millions of people are being con- | 
vinced that they should not buy the} 
kind of homes the building industry 
is in a position to provide now, but 


should wait for the $2,500 revolu- 
tionary home which will be offered 
the day after the war ends. 

“This situation wouldn’t be so ba¢ 
at all if such a home actually would 
be available. But it simply wil 
not be. 

“Granting all the claims of the 


still it will take a long time before 
this miracle happens.” 


Roy S. Durstine, Inc., New York 
has been appointed agency for Mor- 


ris Plan Bank of Virginia; Von Urug 
Company, New York; Plummer 
Inc., New York; and Robert \\ay- 


man, Bayside, L. I., nurseryman 


Acorn Names Agency 

Acorn Venetian Blind Works 
Chicago, has appointed the C 
office of MacDonald-Cook Con 
to direct its advertising. Clas 
trade publications will be used 


PARENTS’ 
| 


MORE 


RATION BOOKS PER FAMILY 


} 
| 
| 
} 


| MORE THAN 


2/3 MILLION 
| FAMILIES WITH CHILDREN 


ABSveariaine 


Sav sTeeer 


WINNIPEG 


J. J. GIBBONS LTD. 


REGINA 


MERCHANDISING 


- TORONTO 


CALGARY, EDMONTON. vancouvel 
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broadcasters Gel 
Franco's Views 
About Research 


Chicago, April 29.—While assert- 
that the only coverage which 


ata anything to an advertiser is 
stening, Carlos Franco, vice-presi- 
sent, Young & Rubicam, New York, 
day placed his endorsement on 
slans of the National Association 
of Broadcasters to standardize 
coverage specifications. Speaking 


yefore a breakfast conference of the 
sales Managers division, he said 
‘hat uniformity in formulating cov- 
erage figures represents a great step 
in the right direction. 

Mr. Franco was somewhat tart in 
ome of his remarks, leading John 
M. Outler Jr., Station WSB, Atlanta, 
chairman of the sales managers 
executive committee, who presided, 
to predict that he would receive 
some fan mail during the next fort- 
night. 

“Coverage is potential, circulation 
is actual,” said Mr. Franco. ‘We do 
not expect a circulation analysis of 
every program on your station, but 
n the absence of such complete 
nformation, we will be satisfied for 
the present with circulation analysis 
yased on the sum total of all your 
programs or the average of your 
normal schedule. 

“In other words, if we can know 
the over-all 
families in each county within your 
overage area which listens to your 
station, and the frequency of that 
istening, we will have information 
ff real value.” 


Mr. Franco took the view that no| 


existing research service is ade- 
quate, chiefly because of concentra- 
tion in major markets and failure 
to provide a national cross-section. 
Even some of the newest automatic 
devices fail to give all of the 
answers the agency radio director 
would like,» because the mere 
knowledge that the movement of 
the radio dial is being recorded 
tends to divert the user from nor- 
mal habits. 

The agency man said that many 
surveys have been “read and boot- 


legged and re-read by a great many | 


people in the industry.” 


percentage of radio} 


He added: “It is my impression 
that some of the reports have been 
misused or misinterpreted. There is 
a general tendency to generalize 
beyond the limits of the evidence. 
It is sometimes necessary to look 
behind the surveys properly to 
evaluate the findings for individual 
programs or periods, and to recog- 
nize certain limitations which may 
exist in the data.” 

He concluded with the assertion 
that most radio time buyers are more 
impressed with an honest, straight- 
forward presentation of facts than 
by glittering generalities and un- 
supportable claims of leadership. 


Direct Mail Can 


Keep Policyholder 
‘Sold,’ Admen Told 


Chicago, April 28.—The life in- 
surance policyholder should never 
be marked off as “sold,’’ but should 
be contacted regularly by agents 
and by intelligently-employed, at- 
tractive direct mail, Homer J. Buck- 
ley, president, Buckley, Dement & 
Co., told the closing luncheon here 
Tuesday of the North Central round 
table of the Life Insurance Adver- 
tisers Association. 

Mr. Buckley, a leading exponent 
of direct mail, said insurance com- 
panies must keep in mind the fact 
that “it costs money to place a pol- 
icyholder on the books,” and that 
strenuous efforts should be made 
continuously to maintain contact 


with him. 
Importance of direct mail in help- 
ing agents uncover leads, build 


prestige and increase good will was 
also stressed by George Pease, Equi- 
Moines. Lively discussions durin 
responsibilities 
out the consensus that well-con- 
ceived advertising, sales promotion | 
and publicity are essential now. | 


Sponsors Contest 


Sporting News, to highlight the | 
13th observance of National Tennis | 
Week, May 29 to June 5, will spon- | 
sor a window display and news-| 
paper advertising contest, offering 
top prizes of $100 war bonds. Com-| 
petition is open to any retailer of 


| sporting goods. 


What better way to check 


| 
| 
| 


the strength of a radio station 


than to analyze the advertising actions of the merchants in 


that station's coverage area. These advertisers, right on the 


scene, have the best opportunity of seeing sales made and 


*xamining the source of those sales. They know the listening, 


as 


ell as the buying habits of their customers. 


When these 


men concentrate their advertising in one spot, it must be true 


thai they are getting results. 


' is true, too, that radio stations WHK and WCLE sell 


mc 


Siadions combined. 


time to local merchants than all other Cleveland radio 


‘ must follow; WHK and WCLE, by experiment of local 


de 


a. * 


ts, have proven themselves the radio outlets that give 
he greatest promise of greatest returns for your advertising 
'S spent in the rich Northeastern Ohio market. 


WHK-WCLE 


Gov't.-Paid Copy 
Up Again with New 


Paul Cherington, — 
Marketing Analyst, Blue Network 
Stricken at 66 


Philadelphia, April 27.—Paul T. 


Bankhead Bill 


Cherington, director of research of 
J. Walter Thompson Company from 
1922 to 1931, and nationally known 


Washington, D. C., April 29.—The 
question of government-paid ad- 
vertising, periodically brought into 
the limelight, is due for prominence 
again. Informed sources here said 
today that Sen. John Bankhead of 
Alabama will introduce a bill calling 
for paid advertising by the Treasury 
Department in the next two weeks. 

The exact nature of the bill has 
been kept secret, but it is known 
that it has been subject to several 
revisions since a tentative draft was 
shown to Doyle Buckles, manager of 
the Alabama Press Association. That 
draft, reported in ADVERTISING AGE 
April 5, would have allocated a fund 
of $25,000,000 to $30,000,000 to be 
spent in newspapers by the Treas- 
ury with the proviso that at least 
half the amount be_ spent in 
weeklies. 

The Bankhead bill, it is said, will 
carry the endorsement of numerous 
state and regional newspaper asso- 
ciations. In its present form, the 
bill provides only for newspaper ad- 
vertising, a spokesman who had 
seen the bill declared, but added 
that riders might provide for the in- 
clusion of other media. 

This week Senator Bankhead was 
scheduled to go to Alabama, and to 
see Mr. Buckles. 


Issue Foreshadowed 
The issue of government-paid ad- 


authority on marketing research and 
distribution, died here in Temple} ress in number of stations, size of 
Hospital April 24 of a heart attack.| the network audience and financial 


Mr. Cherington, who was a part- 


He was 66. 
In 1908 Mr. Cherington became 


a member of the faculty of the Har- 
vard graduate school of business 
administration, and during his last 
year there, in 1919, gave the first 
course in the United States on mar- 
keting research, at a time when not 
a single book existed on the subject. 


For three years, 1919-1922, Mr. 


Cherington was secretary-treasurer 
of the National Association of Wool | 
Manufacturers, 
president of the American Market- | 


and was. elected 


ing Association at its formation in| 
1931. 
many monographs on his special 
field of industry and edited five edi- 
tions of “Population and Its Distri- 
bution.” 


DUDLEY R. MOREAN 


He wrote several books and 


Upper Montclair, N. J., April 29. 


,—Dudley Rhodes Morean, vice-pres- 
ident and general manager of Amer- 


jadvertisers to switch 


stations. 


vertising was foreshadowed by re- 
table Life Insurance of Iowa, Des|cent pressure on government and 
’ more of the 

the two-day conference on wartime | Privately-sponsored war advertising 
of agents brought into smaller newspapers and radio 


|ican Colortype Company, New York, 
died at his home April 26. He was 
51. Mr. Morean was also an officer 
of several affiliates of the American 
Colortype Company, president of the 
|Eastern Lithographers Association 
and a director of the Lithographers 


| losing money for some time. 


! 


This week the Newspaper Asso- 
ciation Managers, Inc., visited 
Washington, and made strong rep- 
resentations to the Office of War In- 
formation and the Advertising | 
Council, asking that more advertis- 
ing be channeled into smaller news- 
papers. 

It was not the first time that the 
OWI and the council had received 
such a request. James L. Fly, chair- | 
man of the Federal Communications | 
Commission, had been conducting a 
steady campaign to swing advertis- | 
ers into the smaller outlets. So far, 
the campaign hasn’t been very suc- 
cessful, due largely to the belief held 
in advertising circles that the finan- | 
cial plight of the small stations is | 
not a distinct wartime problem; that | 
a number of the stations have been | 


Had Weeklies’ Support 


In its original form, the Bank-| 
head bill was given little chance of | 
passage, one of the principal objec- | 
tions to it being that the bill rigidly | 
prescribed the media to be used. It | 
is said, however, that considerable | 
support has been gathered for the | 
bill among the weeklies—and Wash- 
ington proverbially keeps a soft spot 
in its legislative heart for weekly | 
newspapers, since few groups are so 
politically potent. 

Despite the opposition of such | 
forces in the American press as the 
Scripps-Howard Newspapers and 
the Jersey Journal, whose publisher, 
Walter M. Dear, last week told the | 
American Newspaper’ Publishers 
Association that government-fi- 
nanced advertising “smacks of sub- | 
sidy” the idea of government-paid | 
copy is tantalizing to many news- 
papers. 

An interesting testimonial to this 
was a check of the returns from 
weekly newspapers which had been | 
polled by the OPA. Asked if they 
wanted mats and proofs of the ad-| 
vertisements which are being circu- 
lated among weeklies for local spon- 
sorship, many publishers said they | 
did, and a surprisingly large number 
added that “some paid advertising, | 
particularly in view of the free 
wee" we've given, would help a 
ot.” 


Agency Appointed 
Simons-Michelson Company, De-| 
troit, has been appointed to handle 
advertising and public relations for 
the Michigan Hospital Benefit As- 
sociation. Newspapers, radio, out- 
door and direct mail will be used. 


Neally Joins B-S-H | 
A. W. Neally, formerly vice-presi- | 


dent of Gardner Advertising Com- | 
pany, St. Louis, has joined Blackett- | 


CLEVELAND, OHIO 


Sample-Hummert, Chicago, as an| 
account executive. 


|National Association. 
| 


‘WHAM Joins NBC 


Station WHAM, Rochester, N. Y., 


50,000-watter owned by Stromberg- | 
‘Carlson Company, has become a| THE LETTER SHOP, Inc. 


regular outlet of the NBC network. 


Programs Vital, 


Affiliates Told 


Chicago, Apr. 29.—The program’s 
| the thing, affiliates attending the 
Blue Network meeting yesterday as 
|a prelude to the NAB convention 
| were told. While reviewing prog- 


| results, chief emphasis was placed 


ner of McKinsey & Co., New York,| upon the importance assigned to 
management consultant, was strick-| program development as a_ basic 
en a few hours earlier on a train 
returning to New York from Wash- 
ington, where he attended a meeting 
of the advisory committee of the 
U. S. Bureau of the Census, of which 
he was a member. 


part of Blue Network policy. 
Following encouraging reports 
from President Mark Woods, Pro- 
gram Director Phillips Carlin and 
Station Relations Manager Keith 
Kiggins, Edgar Kobak, vice-presi- 
dent in charge of sales, summed up 
the story by saying that the pro- 
gram director of a station or net- 
work is like the editor of a publica- 
tion. The better the editorial con- 
tent on the air, the more listeners 
|and the more advertisers, he told 
the station managers. 
The Blue will continue to pioneer 
in building new and better program 
material, and to seek for better 
talent in news broadcasts, band 
| music and other features of popular 


| appeal, executives of the network 
| declared. 


National Tea 
Advances Two 


John McKinlay, president of Na- 
tional Tea Company, Chicago, has 
|resumed his former position as 
chairman of the board of directors. 
He is succeeded as president by 
Robert V. Rasmussen, son of the 
| founder of the company. Mr. Ras- 
/mussen has been a vice-president 
|and director for 12 years. 


| 


MAILING SERVICE 


Multigraphing — 


Filling-in 


A ddressing— Mimeographing 


431 8. Dearborn St., Chicago Wab. 8655 


tween July | 


the 250,000 
and buy in 


BEAUMONT, 


MEANS BUSIN 


sMagnetized 


TEXAS 
BLUE NETWORK, 560 K.C., 1,000 WATTS 


UNCLE SENT 87,289 RELATIVES 
TO LIVE AND WORK WITH US! 


- Into the bustling Texas counties of Orange 

and Jefferson trooped *87,289 Americans be- 
, 1940, and December 31, 1942, 
to man great industries now working around 
the cluck to supply sinews of war. 


Gigantic shipyards, huge refineries, steel and 
iron works, lumber mills, rice mills, and nu- 
merous other industries are richly rewarding 


people who today reside, work 
the counties of Jefferson and 


Orange which make up the vital Sabine de- 
fense area. Why not, then, make timely and 
effective use of KFDM's coverage of this 
teeming population center? 


*Estimate of Chamb 
Beaumont, Port Arthur and Orange. 


sof C 


rce of 


Represented by Howard H. Wilson Company 


ehDIV1 


~~— SERVING THE 
——~ ~MAGNETIZED 
—— —  SABINE AREA 


—_—-"—-_- 


ess 


drawing people and industries from other sections’ 
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“Lm well protected 
in the General's Tent” 


writes Ernie Pyle 
from North Africa 


AE, ae. 
a Ee ee. 


‘4 


| R \ | i Py |, if = > NCLE DUDLEY, signer of Globe editorials since 
18 just one of Uncle Dudley Ss numerous 1891, has become synonymous with The Boston | 
a " - : Globe. For over fifty years Uncle Dudley’s clear, 
ae nephews and nieces bringing GLOBE readers spot news common-sense editorials have not only expressed the | 
eer é policies and reflected the character of this newspaper 
g from all over the world... from North Africa, he writes: _} but have expressed the thoughts of the majority of 
‘ his readers as well. Writing of Boston tradition, the 
f gttrr, New York Herald-Tribune once said: 
IN TUNISIA — Maj. Gen. Terry Allen is one of my fa- with sand, moved the table and “There's the balleen end pinwheel men whe 
vorite people. Partly because he doesn’t give a damn for unrolled my bedroll on the hes memorably vended bile wares from the 
hell nor high water; partly because he’s more colorful than ground beside the General's. | corner of Webs ser’s fence in Commonwealth 
= . and _ pee ec sana ; the only general outside the Ae fer 0b Uhnow, Tews Allen Ave. There ee the caam beats tn the Public 
ir Forces I can call by his first name. is the only General in Tunisia alt Gardens — the celebrated silver free lunch 
a ‘ —r ‘. who sleeps on the ground. All dishes in Locke-Ober’s Winter Place restaurant, 
4 Pg st my 5 Rh ee or eager WO the others carry folding cots. Gen. Allen won't allow any and there are the Uncle Dudley editorials in 
: scene ro ae puatin tn alien in on a gin, of his staff to sleep on a cot. Why, you ask? Because, he | ‘The Globe.’” 
. of says if everybody in his headquarters had a cot it would a ‘ 4 | 
Ss wine Gon, Allen's cunie that tock Oven. take several extra trucks to carry them, and he can use the | Through seven decades Uncie udley 8 family of 
in the original landings. Then it was nec- trucks to better purpose. He likes to fight rough anyway. nieces and nephews has grown steadily until now 
essary to hold his troops there, and for a 6. @ «6 | they number hundreds scattered all over the world. 
couple of months Allen not-so-quietly I went out on a shooting expedition that night with some They bring Globe readers exclusive, up-to-the-minute 
went nuts sitting back in an Oran olive of Allen’s men, and it was midnight when I got back. He news and comment. Here are just a few members of | 
grove watching the war from a distance. had left the light on for me, and the wind was making the Uncle Dudley's family, today: 
Finally he couldn't stand it any longer, seomlagraertarsi re San ee ee Ceaging Haye See. Dorotny THompson ¢ Ernest Linptey ¢ Heren Lom- 
so he went to the high command and said, My bedroll was right over where the fire had been and parp @ Nextt Gites ¢ Frercuer Pratr ¢ WitwiaM H. | 
“Is this a private war, or can anybody get in?” At least I slept warmly for the first time in weeks. Toughly trained STONEMAN © JouNn LanpNer ¢ Jay FRANKLIN ¢ JouNn 
that’s the way the legend goes, and it sounds like him. At sentries with itchy fingers stood at the front and rear of our Barry © Potty Weester ‘© Otro. ZausmMer « Henry 
any rate Allen got in, and now he’s as happy as a lark. tent. Boy, did I feel well protected! Harris « Hanotp Putnam ¢ Sacrty Stuart ¢ Georce 


Antuem «¢ ANN Dean @¢ Water LippMANN © JoHN 
Kreran ¢ SamMuet GraFTon ¢ Epcar ANseEL Mowrer ¢ 
Grorce Wetter ¢ Cartyce Hort ¢« Rosert J. Casey 
« Nat A. Barrows ¢ Paut Guaui ¢ Henry McLemore ¢ 
Heven Kirkpatrick ¢ Ricnarp Mowrer « A. T. STEELE 

e Leann Stowe ¢ ALLEN Haypen ¢ Waverty Root « 
| Heten Lomparp « Dororuy Dix ¢ Emmy Post ¢ Joun 


—— 


At 7 next morning one of the sentries 
came in and awakened Gen. Allen. He 
grunted and went back to sleep. Five min- 
utes later another sentry came in and knelt | 


When I found Allen at the front he said, “Don’t bother 
to pitch your tent. You sleep in my tent tonight.” 


An invitation from a General is an order, so I carried 
my bedroll up to the General’s tent and looked in. There 
was one bedroll on the ground. That took up half the 


, and kept saying, “General sir, General sir,” 
till Allen responded and started getting up. 


tent. The other half was occupied by a five-gallon tin I had slept in all my clothes, the General | SremnBeck ¢ Louts M. Lyons ¢ James Morcan ¢ CHarves 
of water sitting on some rocks over a gasoline flame on the in his long underwear. We were both cov- Merritt ¢ James Powers ¢ Eart Banner ¢ Ew 
ground and by a rough unpainted folding table. ered with sifted dirt from the windstorm. It Cutpertson ¢ GraNnTLAND Rice « Harotp Kagse ¢ 
ad took us about 30 seconds to dress and then Jexry Nason « Joseru F. Dinneen 
I couldn't figure out where he expected me to sleep. But we just walked out of the tent and went 
it was all solved that evening by the General's orderly, who to breakfast without washing or anything. That's how life Supplementing these writers are the world’s best 
simply carried out the water’can, smothered the fire is for one General. at the front. news and picture services: 
, = : _ 
One of a series of regular dispatches from Ernie Pyle in Nerth Africa, appearing — exclusively, in Boston — in THE BOSTON GLOBE a a — 


Associated Press 


| New = gy ati’ rw er aaa | 
eterno 
The Boston Globe rot pian | 


Acme Photo Service* | 
Morning . Evening . Sunday 


United Press 
You rR ADPVTER-Ztsaseit 2 SS WiLL BE BETTER READ IN THE BEST READ NEWSPAPER 


} *Exclusively, in Boston, in Tue Boston GLose 
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| PHOTOGRAPHIC 
REVIEW OF 
THE WEEK 


HONEY-TONED BEAUTY 


‘BURPERS' IN BI-SO-DOL SERIES a 


Jackson Brewing Co., New Orleans, is dis- 
tributing this point-of-sale display to 
Negro taverns in New Orleans trade ter- 
ritory, said to be the first effort directed 
specifically to the colored trade. The 
painting is a pastel by Roy Best, maga- 
zine cover artist, and the display was 
lithographed in eight colors by Inland 


q | 


People in need of a soother are subjects of illustrations used in Bi-So-Dol Co.'s Lith h Co., Chi ‘ 
5 po so advertising for 1943. With doctors on the home front carrying the a bie 
oa load for those away in the service, the company concluded that eye-catching 


pictures such as these would help to tell the product's story in professional journals 
in minimum reading time. 


AND WHY NOT? 


— 


ACTION IN PREMIUM PICTURES 
, je : 7 a 


PROUDLY PRESENTS 
WONDER STOCKING 


J - : 
ADE OF (Mewvssl YARN a 
Py f a lhe 


‘ P i >) - y ~ 
: 4 4 a 
; on. \ 


DURA TOP AND 
TRIFPL TOE 


GREY 
BOSiERY MILES 
fasta Tergema 


This advertisement, which appeared in 
the March issue of Mademoiselle, brought 
orders and inquiries to the mills at Bris- 
tol, Va., from more than 200 women in 
45 states, and Hawaii and Cuba. Also, 
despite the fact that the ad contained 
no request for mail orders or inquiries, 
more than 150 retail stores in 43 states 
have sent in questions about the new 
Celanese stockings. Houck & Co., Roa- 
noke, Va., is the agency. 


Before Pearl Harbor, Dixie Cup Co.'s lid redemption plan for Ice Cream Dixies 

featured pictures of America on guard; last year pictures depicted America's 

fighting forces, and the new 1943 “America Attacks” lid redemption plan offers 

children an opportunity to get a series of full-color pictures showing our fighters 
in specific exploits against enemy ships, planes and land areas. 


AT NEW YORK GATHERING OF NEWSPAPER PUBLISHERS 
4 F 


mong those who attended the ANPA sessions in New York April 20-22 were: upper left, in the usual order: Frank E. Tripp, 
snnett Newspapers, and Gerard Swope, president of General Electric Co. at the ANPA Bureau of Advertising meeting at 
~hich Mr. Swope told why G-E uses newspapers for its advertising. Upper right: Chester J. La Roche, chairman, Advertising 
-ouncil; William B. Chandler, Scripps-Howard Newspapers, and head of the WPB Printing and Publishing Branch, at the Bureau 
' Advertising's annual dinner. Lower left: Paul B. West, president, Association of National Advertisers, and Roy D. Moore, 
‘ush-Moore Newspapers, at the same festivities. Center: two famous women publishers, Mrs. Dorothy Backer, New York Post, 
*'t, and Mrs. Ogden Reid, New York Herald Tribune, enjoying the company of William A. Thomson, director, Bureau of Adver- 
_“ing. Lower right: Donald M. Nelson, WPB chief; Walter Dear, Jersey Journal, retiring ANPA president; and Richard Slocum, 
‘iladelphia Bulletin, chairman of the newspaper scrap drive, presenting the “evidence” of newspapers’ work on the scrap drive 
to Mr. Nelson at an ANPA session. 


es A eo ee oes 


New ideas for tomorrow's homes are shown in this spread from the new Crane Co. 
booklet, "Bathrooms, Kitchens and Heating after 'V' Day.” (Story on Page |.) 


BROADCASTERS TALK IT OVER 


Pg tee 


Radio executives on hand for sessions of the NAB's war conference included, left 
to right, upper left-hand picture: J. Fred Case, vice-president, KWON, Bartles- of 
ville, Oklahoma's newest station, and Col. B. J. Palmer, president, WOC, Daven- 
port, la. Upper right: C. Sandage, Harvard University, who is conducting a study 
of retail radio advertising, discusses the survey with James D. Shouse, vice-presi- 
dent, WLW, Cincinnati. Lower left, Lou J. Nelson, time buyer, Wade Advertising 
Agency, Chicago, and Owen F. Uridge, assistant general manager, WJR, Detroit. 
Lower right: Hal Meyer, general manager, WSRR, Stamford, Conn., and S. B. 
Brunton, KJBS, San Francisco. (Story on Page |.) 


CITED FOR RECRUITING AID 


qi 


Six members of the Milwaukee Advertising Club received citations at a luncheon 

meeting of the club for “patriotic service of their time and knowledge in aiding 

Marine Corps recruiting.” Capt. Robert Rankin, recruiting officer, hands the a 
awards to (left to right): Einar Gaustad, advertising manager of Holsum ne 
Products, and club president; Andy Schroeder, Schroeder Engraving Co.; Arthur wa 
Heinmiller, American Paper Co.; George Grabin, manager of Arthur Meyerhoff 
& Co., chairman of the recruiting committee; Fred Middleton, Milprint, Inc., 

and Les Hafemeister, advertising manager, Weyenberg Shoe Co. 


CROP CORPS RECRUITING AIDS 


CALLTO ie 


* 


~<«- 
cy a 
xi 


4 § =e f Ad 
| JOIN THE US. CROP CORPS’ ; 


“2 


JOIN THE U.S. CROP CORPS C ME Uo. URUF GUE tes 
ube ‘ewes 


© teed Carter Cowrtry Ge 


twus EMLIST 
_ Tooay ToOMY ; 


As a public service in cooperation with the U. S. Crop Corps program, Country 

Gentleman has made available a complete package of recruiting aids for farm 

leaders and rural civic groups. Spearheading the promotion is a series of full- ase 

color posters, two of which are shown, built around the theme, ‘Farm work is war at ie 

work.” Car stickers, a poster and promotion portfolio for county agents, a news- 

paper campaign designed for local sponsorship and a 15-minute radio trans- 
cription are included in the program. 
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GOODYEAR 
(ouvea Warrege le 
hel ZONA 


- 
he es 


P. W. Litchfield organized the first subsidiary of the Goodyear Tire 
& Rubber Company to operate in Arizona. It was born through 
| needs demanded by World War 1. Today, in World War II, the 


Goodyear Aircraft Corporation, located close to Phoenix, is carry- 
/ ing on a gigantic project designed to whip the Axis. Such recogni- 
tion of Arizona’s air potentialities, coupled with the United States 
Army Air Forces location of six training fields within the “gold 
, nugget of western markets,” gives Phoenix a remarkable wartime 
growth. Keeping pace with population increases are the two major 
media of the state, the Phoenix Republic and Gazette, and KTAR, 
Arizona’s largest broadcasting station. Advertisers find each does 
a front-line job in creating sales and holding established good will. 
Pf REPUBLIC and GAZETTE CIRCULATION (calendar year from ABC 


records) 68,585 ye ARIZONA POPULATION (Ration Book 
No. 2 registrations to March 19, 1943) 571,167 


GAIETTE / 


BOB HALL, National Advertising Manager 


LCon 
= Choon laszone Whe 


DICK LEWIS, General Manager 
Representatives—Paul H. Raymer Company 
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